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D'Arcy Hits Billing 
Level It Had Before 
Loss of Coke in ‘56 


Sr. Louis, Aug. 7—Acquisition of | | 
the Nehi account marks the full-| 7 
circle point in a brilliant comeback | 


‘Decadent Attitude Toward Enforcement... 


House Unit Hits FTC as 
‘Ineffectual, Apathetic’ 


Its the natura! mate 


for every meat... 
Crean Spoay Cuanbe Sauce! 


D'Arcy Awarded 
$3,000,000 Nehi 
Beverage Account 


Compton Resignation 
Laid to Disagreement 
on Marketing Policy 


New York, Aug. 8—The $3,000,- 
000 advertising account of Nehi 
Corp., Columbus, Ga., came to rest 
in D’Arcy Advertising Co. today, 
after being resigned by Compton 
Advertising last weekend. 

The rapid switch was dictated by 
the need for a new agency to or- 
ganize 1959 advertising plans, and 
by the availability of the agency 
which made Coca-Cola a household 
word in the U. S. market during 
the 49 years of its tenure on the 
Coke account. 

For D’Arcy it marked another 
crescendo in the sweetest new 
business melody played on Madi- 
son Ave. in recent weeks (see sto- 
ry in adjoining column). 

The big bottler is said to have a 
fairly satisfactory sales picture, al- 
though like all the soft drink mak- 


ers it can complain of the unsea- 


sonable summer weather of 1958. 
Early in January it put through a 
price increase in its syrup, follow- 
ing an industry trend (the majors 
had already boosted their prices). 


s Also, Nehi recently began test 


(Continued on Page 4) 


by D’Arcy Advertising Co. 
D’Arcy lost the $15,000,000 Coca- 
Cola account to McCann-Erickson 
on March 31, 1956. 
Today, two years, four months 


and one week later, the agency has 
gained the $57,000,000 billings peak 


reached in 1955. 


® Billings slipped to $51,000,000 in 
1956, then rose slightly last year to 
$52,100,000. 

It was last year that D’Arcy be- 
gan a new business streak that has 
added a dozen accounts to the 
agency’s roster. Aside from Nehi, 
it is currently in line for business 
which would send its volume well 


(Continued on Page 8) 


Serve Ocesr Spray every dey — 
A remt tre naturel amy 


‘NATURAL MATE’—The Ocean Spray 

fall campaign stresses use of cran- 

berry sauce with all meats. (See 
story on Page 71.) 


Trademarking of Antibiotics Boosted Ethical 
Drug Ad Volume 700% Since 1950, FTC Finds 


WASHINGTON, Aug. 6—Federal 
Trade Commission economists 
pointed out this week how the in- 
troduction of brand names and 
trademarks has resulted in recent 
years in a tremendous increase in 
the volume of advertising by so- 
called “ethical” drug manufactur- 
ers. 

In connection with its extensive 
study of the “wonder drug” in- 
dustry, the commission’s staff tab- 


Slow Starting Summer 
Hurts Seasonal Fields 


Air-Conditioning, Beer 
Are Among Industries 
Injured, AA Survey Finds 


Cuicaco, Aug. 7—Cool and in- 
clement weather this summer, 
added to what reportedly is a 
waning business recession, has 
resulted in some woeful sales fig- 
ures for some industries which 
get their largest volume of busi- 
ness during the summer months. 

The beer and air conditioning 
fields appear to be the hardest 
hit. On the other hand, sporting 
goods sales are hitting record 
highs, and summer clothing sales 
are running ahead of 1957. 

Resorts and motels seem to be 
doing as well or a little better 
than last year, and soft drinks are 
holding their own but have not 
lived up to pre-season forecasts. 
Travel industry sales trends are 
conflicting, depending on destina- 
tion. 


s Following are the results of a 
survey of seven industries made 
by ADVERTISING AGE: 


Beer 


Cool summer weather has hurt 
beer sales. Although sales figures 
for June and July have not yet 
been compiled, an executive from 
one of the larger brewers estimat- 
ed that industry sales for June 
and July would be down from 
3% % to 4% when compared with 


the same two months last year. 

This has been a poor year for 
the brewers. From Jan. 1 through 
May 31, total beer sales through- 
out the U.S. were down 2.3% from 
the same five-month period in 
1957. However, two of the larger 
brewers questioned by AA dis- 
closed that their sales in June and 
July were up over 1957. One of the 
brewers said that it shipped more 
beer this July than in any one 
month in the company’s history. 
Some brewers blamed the eco- 
nomic recession rather than the 
unusual weather for the sales 
slump. 


Sporting Goods 


Manufacturers of sporting goods 
are having a record sales year 
this year. Sales are up slightly 
over the 1957 record levels. “We 


had fine weather in the spring | 


which got us off to a fast start,” 
one company said. “A good spring 
is vital to our business.”” Compa- 
nies said they have not been both- 
ered by the business recession. 


Resorts and Motels 
June was a poor month for re- 
sorts in most sections of the coun- 
try because of the weather. Ad- 


vance registrations in July and) 


August were running ahead of 
1957 for many resorts, according to 
Nelson Bryant, editor and general 
manager of Resort Management. 
A survey of 500 resorts made 


(Continued on Page 67) 


ulated advertising pages of the 
Journal of the American Medical 
Assn. from 1945 through 1957. In 
the pre-trademark period it found 
relatively little “wonder drug” ad- 
vertising, while more recently, it 
found a vast expansion of adver- 
tising for all kinds of pharmaceu- 
ticals. 

The use of trademarks and in- 
creased promotional expenditures 
has taken place, the report said, 
because of intensive competitive 
rivalry as individual antibiotics 
manufacturers strive to hold their 
shares of the market. 


a “A characteristic of the whole 
pharmaceuticals industry is that 
selling costs represent a substan- 
tial part of the manufacturers’ 
price,” the report says. “Costs and 
profits of distributors, such as 
wholesalers, retailers, or hospitals, 
must be added to arrive at the 
price paid by the physician or pa- 
tient. This distributive margin ap- 
pears to range from perhaps a 
third to a little over half of the 
price.” 

From data submitted by eight 
major companies accounting for 
one third of the industry’s volume, 

(Continued on Page 71) 


Reassign Some of Its 
Work to P.O., FDA for 
Better Job, Congress Told 


Aug. 8—‘“Atro- 
phy,” “indifference,” “apathy” 
and “incredible delay and pro- 
crastination” were some of the 
words—but not all—which were 
used this weekend by a con- 
gressional committee which has 
been looking into the Federal 
Trade Commission’s policing of 
false and misleading advertising. 

The report of the House com- 
mittee on government operations 
conceded FTC lacks personnel and 
funds to keep up with claims of 
fast-moving advertisers. But it 
suggested the most decisive han- 
dicap was “indifference and apa- 
thy, exemplified by the testimony 
of one commission member that 
‘It takes a person who is really 
gullible to believe many of these 
ads’.” 

If this is FTC’s attitude, 


WASHINGTON, 


the 


committee said, “then the public) 
is at the mercy of every unscru- | 


pulous huckster.” 


s “Congressional policy in the 
field of false and misleading ad- 
vertising has never been caveat 
emptor. For the commission to 
adopt an attitude of ‘let the buyer 


beware’ is in derogation of Con- 
gressional intent as expressed in 
the prescriptions of the Federal 
Trade Commission Act against 
false and misleading advertising,” 
the report declared. 

This is the second report issued 
by the full government operations 
committee as an outgrowth of 
hearings by a subcommittee under 
Rep. John Blatnik (D., Minn.), 
which has examined FTC’s record 
in dealing with controversial ads 
for cigarets, weight reducers, tran- 
quilizers and toothpaste. 

Last February, the committee 
concluded that the commission 
was “weak and tardy” in its ef- 
forts to deal with deceptive ad- 
vertising for filter tip cigarets. 
Today’s report was supposed to 
deal with the four-day hearing 


|held last summer on advertising 
| for 


weight reducers. But the 
conclusions leap beyond the 
weight reducer situation to charge 
that, “In the field of false and 
misleading advertising in general, 
the commission’s record has been 
one of incredible delay and pro- 
crastination.” 


s In addition, the report general- 
ized, “The negative approach and 
ineffectiveness of the Federal 
Trade Commission in the field of 


(Continued on Page 70) 


R. J. Reynolds ‘Most Active’ User of 
Spot Radio in 2nd Quarter, RAB Says 


Compilation Called Step|“°r* radio. 
on Way to Making Radio| 


Measured Medium Again 


New York, Aug. 7—Forging 
ahead in its campaign to lift the 
iron curtain from radio sales data, 


completed its second quarterly re- 
port, indicating who buys what 
for which brands in spot and net- 


Last Minute News Flashes 


Harding Leaves General Mills, Joins Hooper 


NEw York, Aug. 8 


A. W. Harding has resigned as director of mar- 


keting research of G: era! Mills to become vp and director of research 


of C. E. Hooper Inc 


the Radio Advertising Bureau has | 


spend $1,000,000 o 


Mr. Harding will assume major responsibilities in the radio rating | 
company’s telephone market research division, which provides data | 
on a variety of subjects, ranging from public reaction to an ad cam- 
paign to consumer acc«! tance of new products. 


Fisher Moves to Doherty, Clifford from Gardner 


New York, Aug. ° William D. Fisher, formerly with Gardner Ad- 
vertising, has joine Joherty, Clifford, Steers & Shenfield as vp in 
charge of tv-radio 


International »aper Set to Announce New Agency 
New York, Aug. '— nternational Paper Co. has completed screening 


15 agencies but w.! not announce its new agency until the end of the 
month, R, J. Wiec’ inn, advertising director, said. The new agency, 
he said, will repls 
handles all Inte: 
which is handled 


(4 


This 80-page report, available 
to advertisers and agencies on re- 
quest in a few days, covers buying 


activity for the second quarter of 
| this 
| brands for all four networks and 
|for a cross section of the spot 


year by companies and 


business. For spot, the booklet 
|shows the number and length of 
|spot announcements or programs 
| bought and the number of stations 
cleared. The station total repre- 
sents a total from the sample, not 
from the country as a whole, of 
course. 

For network, the report indi- 
cates the total number of commer- 
‘cial minutes scheduled by brands 
and the total number of stations 


{fective Oct. 1. With General Mills for 22 years, |cleared. (In the case of CBS cli- 


ents, tlie total number of commer- 
cial minutes or stations data was 
not supplied by the network and 
was not included.) 


® This method of pinpointing 
sales activity is a transitory step 
in the bureau’s efforts to get 
enough industrywide support to 
publish dollar figures by compa- 
nies on national radio time ex- 
penditures. RAB hopes soon to put 
its medium back in the ranks of 
measured media. 


This precedent-setting report 


H. B. Humphrey, Alley & Richards, which now | was compiled under the supervi- 
‘ional advertising except the Bagpak division,| sion of Miles David, the bureau's 
LaFond & Picard. International is expected to | 
| new program to start late this fall. | 


‘itional News Flashes on Page 71) | 


director of promotion. 
RAB’s count showed more than 
(Continued on Page 70) 
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Pfizer Tests One 
Institutional Push, 


Launches Another 


Moves Follow FTC Plaint; 
Company Moves to Direct 
Placement of Ethical Ads 


New York, Aug. 6—Chas. Pfiz- 
er & Co., which tested one corpo- 
rate advertising campaign in 
Rochester, N.Y., last week, will 
launch another corporate program 
nationally next week. 

Embarking on its first institu- 
tional campaign, Pfizer will run a 
series of six advertisements in six 
magazines during the remaining 
five months of 1958. 

The drive will open in the Aug. 
16 issue of The Saturday Evening 
Post. Also on the schedule are At- 
lantic, Harper’s Magazine, News- 


World Report. 

Pfizer thus joins Parke, Davis & 
Co. and Upjohn Co. in the small 
group of ethical drug producers 
directing institutional messages to 
the general public. The Parke, 
Davis campaign is more than a 
quarter of a century old. 


® Pfizer, a manufacturer of chem- 
ical and agricultural health prod- 
ucts as well as pharmaceuticals, 
said its campaign is “designed to 
(Continued on Page 72) 


Misplaced Insertion 
Gets Results: 2,500 
Buyers; No Product 


PHILADELPHIA, Aug. 5—An ad 
that ran by mistake has given 
Barricini Candies Inc., Long Is- 
land City, N. Y., an unexpected 
chance to measure advertising 
effectiveness and product potenti- 
ality. 

It all came about when a sup- 
plier accidentally sent an ad mat, 
intended for other markets, to the 
Philadelphia Bulletin. The 600-line 
ad was promoting a new Barri- 
cini product called Diced Cream 
—ice cream precut and packaged 
into individual servings. Copy in- 
vited readers to buy a package at 
55¢ and get a second package for 
a penny. 

The two Barricini shops in Phil- 


adelphia unfortunately did not yet | 


have the advertised product in 
stock, disappointing an estimated 
2,500 Philadelphians who flocked 
to the stores in the two days fol- 
lowing the ad’s publication. 


s Then things began popping back 
at Emil Mogul Co., New York, 
the Barricini agency. Account exec 
William D. Shambroom immedi- 
ately rescheduled a butterscrunch 
candy ad that had been planned 
originally. In the same issue, a 
300-line box explained in ap- 
propriately apologetic language 
how the wayward ad had led to 
the confusion. 

Next, the agency urged the com- 
pany to revamp its promotion 
timetable for the new product and 
introduce it in Philadelphia as 
soon as possible. Installation of 
freezer equipment was speeded up 
in the Philadelphia stores, and to- 
day the Diced Cream ad ran again, 
this time backed up by complete 
stocks—-weeks ahead of the origi- 
nal schedule. 

The ad that caused all the 
trouble was a long two-column 
layout showing a penny and four 
portions of ice cream. “1 little 
penny buys 4 big portions!” said 
the headline. Copy pointed out that 
the ice cream was pre-cut: “No 
more sticky scooping, no cries 
from the children about whose 
piece is ‘biggest’.” # 


LAUNCHERS—John E. McKeen (left), president of Chas. Pfizer & Co., 

confers with Ernest Jones, president of MacManus, John & Adams, 

on the corporate campaign the company is launching this month in 
national magazines. 


Night TV Costs Rising More Slowly; Night 
week, Time, and U.S. News &| Radio Price Slide Is Less Steep, Katz Finds 


New York, Aug. 7—What are 
|the trends in national spot tv and | 
|radio rates? 

Daniel Denenholz, vp in charge | 
of research and promotion at the 
Katz Agency, has come up with 
his answer to this question after 
studying the rate picture of a sam- 
| ple of 50 top tv stations and of the 
|approximately 40 radio stations 


Attendance of 
1,000 Seen at 
R.0.P. Sessions 


Color Ad Demonstration, 
Publication to Be Part of 
AANR-Sponsored Show 


New York, Aug. 6—The Amer- 
ican Assn. of Newspaper Represen- 
tatives this week was hip-deep in 
arrangements for the third annual 
Newspaper R.O.P. Color Confer- 
ence to be held here at the Wal- 
dorf Sept. 15-17. 

Reservations are running about 
20% ahead of last year, and the 
newspaper representatives are fig- 
uring on an attendance of about 
1,000—up from 832 in Chicago. 

The conference has been tailored 
to answer questions about color’s 
performance, use and problems. 
Here are some of the highlights of 
the tentative program: 


e A demonstration of an actual 
advertisement to be put together 
on the stage Monday, sent to the 
Journal-American and printed in 
Tuesday’s paper and delivered to 
the audience. 


e An explanation of positive and 
negative psychological application 
of color by Dr. Ernest Dichter. 


e Carl Nelson, managing director 
of Publication Research Service, 
Chicago, reporting on the Col- 
oROPtic surveys of the Houston 
Chronicle and the Milwaukee Jour- 
nal, with John Butler, of the 
Chronicle, and Robert Drew, of the 
Journal, participating. 


e Len Collins, vp of Media Rec- 
ords, speaking on the progress in 
measurement and analysis of r.o.p. 
color. 


e Emerson Foote, McCann-Erick- 
son senior vp, on advertising plan- 
ning. 

e Janet Wolff, J. Walter Thomp- 
son Co. group copy chief, and 
Pierre Martineau, Chicago Tribune, 
on motivations in buying. 


e Robert D. Nelson, Oscar Mayer 
& Co., on the meat packer’s ex- 


(Continued on Page 69) 


represented by Katz. 
In television, Mr. Denenholz not- 


ed that the rate of increase in| 


nighttime is slowing down and that 
daytime time charges are decreas- 
ing, particularly when package 
plans covering a heavy schedule on 
a 52-week basis are taken into con- 
sideration. 


s The nighttime base schedule 
went up about 10% for 1957 over 
1956, but the rise this year over 
1957 levels was only 5%. For 
heavy daytime schedules for con- 
stant, full discount earning adver- 
tisers, the average daytime rates 
decreased nearly 9% for 1958 com- 
pared with 1957. 

The researcher predicted that 
package plans will be expanded to 
cover more hours of the schedule 
and to incorporate a larger num- 
ber of announcements weekly. 

Katz’s index for radio spot 
charges shows the nighttime price 
slide has been arrested and that 
daytime is going up slightly. The 
results for the past two years 
show: 

% Change over Previous Year 
Daytime Nighttime 


1957 Over 1956 .. +18% —5.2% 
1958 Over 1957 .. +3.2% —0.5% 
= Mr. Denenholz expects this 


trend to continue over the next 
year or so, with nighttime scales 
remaining unchanged and day 
rates rising 3% to 5%. And in ra- 
dio, as in tv, he foresees an exten- 
sion of package plan selling. # 


Cowhey Leaves Post 
at D'Arcy: Heads Ads 
at Chrysler-Imperial 


Detroit, Aug. 5—J. C. Cowhey 
has been appointed director of 
advertising and sales promotion 
for the Chrysler and Imperial 
division of Chrysler Corp. He suc- 
ceeds Burton R. Durkee, who re- 
signed to become exec vp of Bots- 
ford, Constantine & Gardner, Port- 
land, Ore. (AA, July 21). 

Mr. Cowhey had been manager 
of the Detroit office of D’Arcy Ad- 
vertising Co. for two and one-half 
years. The office was closed in 
April. 

A native of St. Louis, Mr. Cow- 
hey joined the media department 
of D’Arcy in 1938 after his gradu- 
ation from St. Louis University. 
He was in the Naval Air Corps 
during World War II, returning 
to D’Arcy in 1946. 

From 1948 to 1953 he was gen- 
eral manager of a Chevrolet 
dealership in St. Louis. He re- 
turned to D’Arcy in 1953, and in 
1956 he moved to Detroit to take 
over the office the agency opened 
there to handle the Packard ac- 
count. # 


Ratio of UHF 
Viewers Grows; 


Number Dwindles 


Nielsen Finds 21% Dip 
in Areas Served, 13% 
Fewer Stations Since ‘56 


New York, Aug. 6—What has 
happened to uhf television in the 
past couple of years? 

A. C. Nielsen Co., through its 
Coverage Service No. 3, provides 
an answer to that question from 
the circulation point of view. 

In essence what Nielsen found 
was a proportionate increase in 
uhf in a shrinking area. 

In releasing its findings, the re- 
search company called attention 
to four “obvious factors” that 
have played a key role in uhf’s 
“changing audience dimensions,” 
listing them as (1) competition 
with existing vhf stations, (2) the 
problems of set conversion, (3) 
limited coverage area and (4) 
“most important, FCC decisions.” 

Coverage Service No. 2, in the 

(Continued on Page 66) 


Gillette to Push 79¢ 
Kit Offer in World 


Series Commercials 


Boston, Aug. 6—Gillette Safety 
Razor Co. will highlight its 20th 
broadcast of the World Series with 
a six-week fall advertising cam- 
paign to introduce a new low-price 
razor set. 

During September and October, 
Gillette will advertising a tv razor 
shaving unit for 79¢ which orig- 
inally was test-marketed regional- 
ly and sold for $1. The kit consists 
of a one-piece razor and razor 
blade dispenser with supply of | 
blades in a styrene travel case. The | 
campaign has been scheduled in 
three media, with commercials on 
the NBC World Series broadcasts 
on an estimated 400 radio and tv 
stations, as well as on six Friday 
night NBC boxing bouts. 

Print schedules call for three 
comics section color ads in 233 
Sunday newspapers and page ads 
in 11 business publications. 


ws The campaign is budgeted at 
$5,100,000, 80% of which is allo- 
cated to the World Series. Gillette 
began sponsoring the series on ra- 
dio in 1939 and on tv in 1947. All 
advertising of the new kit stresses 
the advantages of replacing old ra- 
zors with Gillette’s new low-price 
sets “while they last.” 
Maxon Inc. is the agency. # 


RAB Corrects Comparisons 

A newsletter from Radio Ad-| 
vertising Bureau, New York, ana- 
lyzing cost trends in direct mail 
advertising in recent years showed 
price increases since 1953, and not 
since 1933, as indicated through a 
typographical error last week 
(Aug. 4) in AA. RAB’s letter not- 
ed that postal rates have gone up, 
and estimated other direct mail 
increases since 1953 at 20% for 
envelopes, 6% for labels and $2 
per 1,000 for business reply cards. | 


| 
O'Reilly Leaves Grant 
John O’Reilly has resigned from 
Grant Advertising, Chicago, where | 
he handled public relations for the 
Dodge account. The agency has not 
named a successor. Mr. O’Reilly, 
who joined Grant in 1954 from 
Conley & Associates, Chicago, has 
not announced his future plans. 


‘McCall's’ Switches Daly 

Clark Daly, with the sales staff 
of McCall’s, New York, since 1957, 
has been assigned to the drug and 


toiletries sales department. 


Advertising Age, August 11, 1958 


Outdoor MeetingIs _ 
Delayed Pending U.S. 
Action on Standards 


Cuicaco, Aug. 5—The national 
convention of the Outdoor Adver- 
tising Assn. of America, previous- 
ly scheduled to open here Oct. 5, 
has been postponed. It will be 
held June 8-11, 1959, at the Sher- 
man Hotel, in Chicago. 

The change in the convention 
date resulted from a government 
delay in issuing “national stand- 
ards” for outdoor advertising on 
the U. S. interstate highway sys- 
tem, now being prepared by the 
Secretary of Commerce in accord 
with legislation enacted earlier 


this year. 
OAAA plans to hold a series of 
area meetings for association 


members and plant personnel as 
soon as possible after the stand- 
ards are announced. # 


‘170 MPH Billboard’... 
Bardahl Oil 
Uses Hydroplane 
as Outdoor Ad 


SEATTLE, Aug. 5—‘“‘We look up- 
on our hydroplane as a 170 mph 
billboard that keeps our product 
name in front of the public.” 

That comment by Ole Bardahl, 
president of Bardah! International 
Oil Corp., provides the biggest 
single reason why Bardahl spon- 
sors a hydroplane in national 
competitions. For U.S. hydro- 
planes, the top event of the year 
will be the Gold Cup race here 
Aug. 10. 

Racing is an old interest for 
Bardahl, world distributors of 
special lubricants. The firm has 
long sponsored various types of 


jracing abroad. In the US. it is 


the only national advertiser to 
have an entry both in the Indian- 
apolis 500-mile Memorial Day 
auto race and the Gold Cup hy- 
droplane event. 

For Bardahl, racing events cap- 
ture the eyes of millions of sports- 
minded persons who see and hear 
the Bardahl name. The bigger the 
event, the wider the coverage by 
tv, radio, and newspapers. Racing 
also is a testing ground for the 
company’s products. 


® Jim Phillips, Bardahl manager 
for advertising and sales, told 
ADVERTISING AGE, “The races al- 
low us to run ads that feature the 
company line, ‘Bardahl makes 
engines run better, on water, on 
land, and in your family car.’ 
These ads carry a picture of the 
(Continued on Page 44) 
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STRATEGY HUDDLE—Ole Bardahl 

(kneeling) talks over race strategy 

with Miro Slovak, driver of the oil 
marketer’s aquatic “billboard.” 
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Ford Completes 
Revamp of M-E-L 
Sales, Ad Setup 


Bowie Is Top Sales 
Exec; Sales Manager of 
Each Make Heads Its Ads 


DEARBORN, MIcH., Aug. 5—For- 
mation of a general sales office for 
the M-E-L division with C. E. 
Bowie as general sales manager 
was announced this week by James 
J. Nance, division general manager 
and Ford Motor Co. vp. 

Only last week, Mr. Bowie, a 
29-year veteran with Ford, was 
named Lincoln and Mercury gen- 
eral sales manager, succeeding Jo- 
seph E. Bayne, who resigned. 

George S. Coates, named Mr. 

(Continued on Page 72) 


Doughnut by Other 
Name Don’t Dunk so 
Sweet, Judge Rules 


ALBANY, Aug. 5—Two doughnut 
makers whose products have han- 
dles on them—to allow for easier 
dunking—wound up in court here 
because their trade names both 
point up this unusual feature. 

The state supreme court ruled 
last week that Dunkin Donuts of 
America Inc., headquartered in 
Boston, has the right to its present 
name. So Dunkin Donuts Inc. of 
Albany will have to find a new 
“handle’—name, that is. 

The Boston doughnut maker 
brought the suit, claiming it regis- 
tered the trademark in this state, 
has a chain of 15 stores in New 
England and plans to open another 
shop in Albany soon. 

Dunkin Donuts Inc., which op- 
erates a local doughnut shop, 
agreed the names were similar, but 
argued that the Boston company 
was not incorporated to do busi- 
ness in this state. 


= The court, however, said the 
evidence of intent “to deceive the 
public is overwhelmingly con- 
clusive” and found for the Mas- 
sachusetts company. + 


Formfit Increases 
Budget by 5%, Shifts 


Emphasis to Dailies 


Cuicaco, Aug. 6—The Formfit 
Co. plans to increase its fall adver- 
tising budget by 5%, according to 
Arthur H. Baum, vp in charge of 
advertising and public relations, 
and is switching media emphasis 
from magazines to newspapers. 

Parade and This Week Magazine 
will carry two-color Formfit ads 
in 95 newspapers and ads are 
scheduled for an additional 64 
newspapers, Mr. Baum says. 


s 14 U.S. magazines are on the 
media list, with ads for the wo-| 
men’s fashion line running in 
Good Housekeeping, Harper’s Ba- 
zaar, Ladies’ Home Journal, Life 
and Vogue, plus the Canadian 
magazines Chatelaine and La Re- 
vue Populaire. The Skippies line 
will be advertised in Charm,| 
Glamour, Mademoiselle, Photoplay | 
and True Story. Bobbies bra and 
girdle ads will appear in Ameri- 
can Girl, Co-Ed, Miss and Seven- 
teen. 

Television and 27 Canadian 
newspapers will also be used. 

Formfit advertising will contin- 
ue to carry the red apple theme 
which was launched a year ago, 


Lies 


. at poe Grocer’s now! 


Non- = Sn 


satisfies between - meal hunger 
serppalens Prewitt ful aumnins. too! 


PRECARIOUS—Its models are perched atop Libby, McNeill & Libby 
products in these color ads scheduled for the Nargus spectacular in 
The Saturday Evening Post Sept. 20. The frozen foods ad was creat- 
ed by Batten, Barton, Durstine & Osborn to tie in with the company’s 
J. Walter Thompson Co.—produced tomato juice ad—part of Libby’s 
tomato juice promotion, which has been running for some time. 


Who Communicates with Whom? ... 


Communicators Pan Our Brussels Fair 
Exhibit, but Consumers Like It Fine 


Exposition Bids Fair 
to Surpass Goal of 
35,000,000 Visitors 


By John Crichton 


BrusseEts, Aug. 5—The Brussels 
International Exposition is now 
more than midway through its 
scheduled seven-month run. Some 
21,584,055 people have visited it, 
and the U. S. pavilion has had a 
guidebook for the past month. 

The huge, sprawling fair orig- 
inally was calculated to play to 
about 35,000,000 visitors by its end 
in October. It now seems likely to 
go considerably above that figure, 
assisted by such monstrous turn- 
outs as that of July 1, when 703,- 
664 people overran the 500-acre 
grounds. Frequently around 500,000 


Dress! Sized girtie tor sure comfort — quick fit! 


Now your gress size is your best size for persor 


tioned fit te perfect your figure You're 


sily proper 


assured of the right 
jength, the correct control and the complete cemfort that 
mapres compliments There's so doutt, ne detay simply 
say “Dress Sized” by Formti ard delight in a sevelier figure 
Drese-Ssset Grihe 1M Light Plante enbeoeree satin amt genet 
Geni satin winabe heck pacel Be cferced wide panwte far metre hep 
canteat, White in dregs sizes 12 to 20 $13.80 
Shown @ith “Ramence” Gra $23. Lace tummed rotten = white, MA 


te 448, trom $3.00 
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COMING—Only the apple is red in 


according to Mr. Baum. 
MacFarland, Aveyard & Co. 

the agency for print advertising; 

Clinton E. Frank Inc. handles tv. # 


is | 


this Formfit Co. ad, scheduled for 
the October issue of Good House- 


| keeping. MacFarland, Aveyard & 


Co., Chicago, is their print agency. 


| people come to the fair in a day, 
|and weekday attendance is apt to 
| be around 230,000. 

The 51 nations and organizations 
which have sponsored pavilions 
have employed nearly every archi- 
tectural and display device to cap- 
ture attention. So imaginative is 
the engineering that the spectacu- 
lar seems commonplace and the 
unusual ordinary. In fact, the wel- 
ter of unorthodox roofs, cantilev- 
ers, flying bridges, suspension de- 
vices and sheets of glass and plastic 
becomes in time a sort of overload- 
ing of the stimuli and no longer 
produces a reaction. 


= In addition to the national pa- 
vilions and those of organizations 
like the Vatican, Red Cross and 
World Council of Churches, there 
are numerous corporation pavil- 
ions. 

Perhaps the best organized of 
| these is that of International Busi- 
| ness Machines, which used archi- 
|tect Eliot Noyes’ design and the 
| vigorous internal promotion meth- 
ods of a business convention to 
make sure that every visitor saw 
|as much as possible of the wonders 


lof IBM, including hanging wall 
feineues in which the word 
|“THINK” was translated into 


some 64 languages. 

In the national pavilions, there 
|}seems to be a kind of Parkinson’s 
Law in reverse. The fewer people 
who have had a hand in the pavil- 
| ion, and the smaller the country, 
| the more likely it seems to be that 
ithe presentation is coherent and 
| hucid. Also, the elusive element of 
art appears much more strongly in 
the smaller nations’ pavilions. For 
instance, the Finnish, Norwegian 

(Continued on Page 40) 


Chilton Appoints Sandgren 

Edwin C. Sandgren, formerly 
general superintendent of the 
printing division of Chilton Co., 
Philadelphia, has been appointed 
director of the printing division. 
He succeeds Harry V. Duffy, Chil- 
ton vp, who died July 19. 


Kling Boosts Davidson 

William B. Davidson, formerly 
creative director of sales promo- 
tion and training, has been named 
general manager of the sales pro- 
motion and training division of 
Kling Studios, Chicago. 


kee 


Salesmen’s Reports Are Barometer 
of TV Show's Impact, Says Keesely 


Use of Star in TV Ads 
Is Good, He Says, but 
Make It Brief, Plausible 


New York, Aug. 7—What’s the 
best indicator of how your tv show 
is doing? 

It’s a strong, alert sales force, 
according to Nicholas E. Keesely, 
senior vp for radio-tv at Lennen 
& Newell. 

A veteran broadcast specialist, 
Mr. Keesely is all for the use of 
ratings for what they are worth. 
But, in an interview with ADvVER- 
TISING AGE, he singled out the 
men on the road as the best 
possible source of early in- 
formation on 
when a tv 
show is begin- 
ning to lose its 
punch. 

“In the case 
of one of our 
clients, P. 
Lorillard Co., 
we have 400 
salesmen out 
calling on 
stores and 
talking to the 
public,” he said. “From their re- 
ports on their daily rounds we can 
pick up the first hints that a show 
is dying.” The salesmen’s reports 
usually turn out to be reliable 
clues as to what can be expected 
in the ratings in a short time. 

“And on the affirmative side, of 
course, these field reports also 


N. E. Keesely 


Newly Formed Show 
Corp. Takes Over 
RKO’s TV Films 

New York, Aug. 6—RKO Tele- 
radio Pictures, which got out of the 
network radio field by disposing of 
Mutual some time ago, is leaving 
the tv film distribution business. 

This week RKO’s head, Thomas 
F. O’Neill (who remains in radio 
and tv with seven owned radio and 
five tv stations) announced the 
folding of the television film sub- 
sidiary, RKO Television. He said 
RKO Television’s inventory of film 
series, feature movies and pilots 
has been sold or leased to a new 
company, Show Corp. of America. 
Vp Robert Manby is leaving RKO 
to head this new operation. 

With Mr. Manby will go most of 
the principals in the discontinued 
RKO subsidiary. These include 
Peter Robeck, general sales man- 
ager; Nathan Keats, program direc- 
tor; William Finkeldey, syndication 
sales manager; Fred Schneier, mar- 
keting services director, and Max 
Bradbard, account executive. 

Mr. Manby said Show Corp. of 
America will operate completely 
independent of RKO but that tem- 
porarily it will operate from RKO 
Television’s old offices, at 1270 
Sixth Ave. # 


‘U.S. Truckers’ to Bow 

U.S. Truckers, a new trade mag- 
azine, will bow in January, 1959. 
The monthly trade journal, with 
a guaranteed circulation of more 
than 10,000, will be published by 
United Publishing Co., 175 Luckie 
St. N.W., Atlanta. The format is to 
be standard 7x10” page, 84%x11%4” 
trim size, with a b&w page rate of 
$272 on a 12-time basis. 


White, Herzog Gets 3 Clients 

Le Gray Co., Northland Alumi- 
num Products Co. and Super-Six 
Mfg. Co., all of Minneapolis, have 
appointed White, Herzog & Nee, 
Minneapolis, to handle their ad- 
vertising. 


show when a new program is 
catching on and whether an old 
favorite is holding its own with the 
populace,” he said. 


® As a result, what the field man 
tells the home office may have a 
decided effect on advertising de- 
cisions. For example, a season or 
so ago Lorillard salesmen reported 
that they were hearing less and 
less comment on “Two for the 
Money,” which, until] then, had 
appeared to be a fairly healthy 
quiz show. When renewal time 
came up, this show was dropped 
from the Old Gold schedule. 
Lennen & Newell is a great 
believer in surveys—with the 
sales reports and the ratings—as 


fia means of gauging the public’s 


|reaction, particularly its reaction 
to the sales personalities being 
used on tv. 

Are viewers tiring of Julia 
Meade? Or are her sales messages 
for the American Gas Assn. still 
holding their attention? The agen- 
cy has made a survey that indi- 
(Continued on Page 69) 


Bruskin, Smith 
Fold Advertest, 


Form Own Shops 


NEW BRUNSWICK, N.J., Aug. 6— 
Advertest Research Inc., 10-year- 
old market research company, has 
splintered into two pieces as a re- 
sult of a disagreement between the 
two partners, Richard Bruskin and 
Seymour Smith. 

Both have established their own 
companies—R. H. Bruskin Associ- 
ates and Seymour Smith Associ- 
ates. 

The Bruskin company will con- 
tinue operations in the Advertest 
offices here. The Smith company is 
opening offices in New York at 205 
E. 42nd St. 

Mr. Bruskin said his company 
will keep virtually the entire Ad- 
vertest staff. Howard Grossman 
and Jerome Medford, senior project 
directors, will become junior part- 
ners in the company. Mr. Smith 
said he will announce his person- 
nel later. 

On the other hand, Mr. Smith 
asserted he is retaining “almost all 
of the current projects of Adver- 
test.”’ Mr. Bruskin noted, however, 
that these are “Advertest clients,” 
not Bruskin or Smith clients. 


s Among the clients cited by Mr. 
Smith are: D’Arcy Advertising Co.; 
Anheuser Busch; Esso Standard 
Oil; Du Pont; General Mills; Scott 
Paper; Johnson & Johnson; Arm- 
strong Cork; Smith/Greenland Co.; 
Standard Oil Co. (Indiana); Smith, 
Kline & French; Hoffman-La- 
Roche; Ciba Pharmaceutical; Lance 
crackers, and Glenmore Distillers. 

Mr. Bruskin said his company 
will retain the “color-town” pro- 
ject, a continuing study for NBC 
and Batten, Barton, Durstine & Os- 
born on color television. 

Mr. Bruskin said his company 
“will stress the complete research 
approach, starting with the defini- 
tion of the research problem to be 
investigated and extending to anal- 
ysis of findings and recommenda- 
tion for the use of these findings in 
solving the problem under study.” 

Mr. Smith said his company 
“particularly intends to carry on 
considerable activity in the appli- 
cation of tachistoscopic techniques 
of pre-evaluation and post-evalua- 
tion of advertising’’—a service an- 
nounced by Advertest earlier this 
year (AA, Feb. 24). # 
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D'Arcy Awarded | 
$3,000,000 Nehi 
Beverage Account 


(Continued from Page 1) 
marketing of a 16 oz. bottle of | 
Royal Crown Cola (its top brand) 
in five midwestern cities and Prov- 
idence, offering a tie-in picnic bag 
premium with the purchase of six- 
packs of the new bottles. 

In May, Royal Crown and Nehi 
beverages packed in cans moved 
into the metropolitan New York 
market, a part of the market-by- 
market expansion Nehi has con- 
ducted for several years (it moved 
into the Chicago market in 1955). | 

The account selection was con- | 
ducted over an eight-week period | 
by Nehi’s president, W. H. Glenn, 
and Samuel Harned, former BBDO 
exec, who now is an advertising | 


consultant. The announcement of 
the account shift emphasizes that 
D’Arcy will service the parent 
franchiser and its 460 bottlers in 


the U. S. and abroad. “We consider | 
this move [the D’Arcy appoint-| 


ment] not only logical but stra- 
tegic,”” Mr. Glenn said, describing 
it as part of Nehi’s plans for 
growth and expansion in the soft 
drink field. 


® The announcement of D’Arcy’s 
appointment confirmed the reports 
current in advertising circles dur- 
ing the week, which held that 
D’Arcy’s soft drink experience 
would cinch the selection. BBDO— 
for which Mr. Harned worked and 
which preceded Compton as Nehi’s 
agency—was understood not to 
have been a contender. 

Compton Advertising had the 
Nehi Corp. account for a little less 
than three years. Its resignation 
was announced as the result of pol- 
icy disagreement, which some ob- 
servers interpreted to mean fric- 
tion with company marketing 


| brass. Compton s resignation an- 


the account at 
's appointment 
more than $3,- 


nouncement pla 
$2,500,000; D’A: 
notice placed it 
000,000. + 


Compton Acqu::es Another 
West Coast Ag«.cy 

Compton Ad. rtising has ac- 
quired the accou's and personnel 
of Goldthwaite-Smith Advertising 
Agency, San Francisco, the third 
such merger for “ompton since the 
end of last yea: Compton added 
Carvel Nelson & Powell, Portland, 
in April, and bought Western Ad- 
vertising Agenc,, Los Angeles, last 
December. 

Acquisition by Compton of the 
Hotpoint account was a major rea- 
son for the merger with Gold- 
thwaite-Smith, Thomas R. Santa- 
croce, Compton vp and Pacific 
Coast manager, said. Goldthwaite- 
Smith will move into the Compton 
fold Sept. 1, taking along the ac- 
counts of General Electric dealers 
in northern California and the 
Thomas Electronic Organ Co. 


We are pleased to announce 
the availability of 


BLACK AND 
ONE COLOR 


ADVERTISING 


beginning August 28 
in the daily Sunpapers 


Now, for the first time, national advertisers can 
take advantage of black & one color advertising in 
Baltimore’s most productive advertising medium. 
Minimum size acceptable will be 1,000 lines. 


The Baltimore Sunpaper 


ABC circulation: Combined Morning and Evening 410,932 — Sunday 319,488 


National Representatives: 


Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott—Chicago, Detroit 


Advertising Age, August 11, 1958 


Highlights of This Week's Issue 


Congressional committee calls FTC polic- 
ing of false and misleading ads exam- 
ple of “atrophy,” “indifference,” “ap- 
athy” and “incredible delay and pro- 
RRO” cmiinintunrinmimmane 2 


Use of brand names and trademarks has 
boosted ethical drug advertising volume 
700% since 1950, FTC study finds ..Page 1 


Cool summer weather hits some seasonal 
industries—especially the beer and air 


conditioning industries—spot check by. 


Advertising Age reveals 


R. J. Reynolds was the most active user 
of spot radio in second quarter, Radio 
Advertising Bureau reports .......... Page 1 


Chas. Pfizer & Co. tests one corporate ad 
campaign, launches its first institutional 
campaign nationally during the remain- 
ing five months of 1958 with a se- 
ries of six advertisements in six mag- 
azines .... Page 2 


Nighttime spot tv rate increases are slow- 
ing down and daytime charges decreas- 
ing; night radio price slide is less steep, 
Daniel Denenholz, vp in charge of re- 
search and promotion at Katz Agency, 
reports 


Misplaced Barricini ad, offering Philadel- 
phians Dice Cream (diced ice cream) 
when the company’s two stores in Phil- 
adelphia didn't have the product on 
hand, gave the company a taste of the 
power of advertising as 2,500 would-be 
consumers sought to buy the prod- 
uct 


Bardahi Oil says its hydroplane is a 170 
mph billboard that keeps its product 
name in front of the public ........ Page 2 


Gillette will highlight its 20th broadcast 
of the World Series with a six-week 
fall advertising campaign to introduce a 
new low-price razor set 


The Mercury-Edsel-Lincoin division com- 
pletes revamping of its sales and adver- 
tising setup with C. E. Bowie becoming 
general sales manager 


Brussels International Exposition prom- 
ises to reach goal of 35,000,000 visitors, 
with 21,584,055 people already having 
attended at the mid-way mark of the 
fair 


Salesmen's reports on customer reaction 
are the best hint of when a tv show 
is dying, Nicholas Keesely of Lennen & 
Newell, tells Advertising Age ...Page 3 


RKO gets out of the television film busi- 
ness as it sells its tv film subsidiary to 
a new corporation, Show Corp. of 
America 


Formfit increases its fall advertising budg- 
et by 5% and is switching its media 
emphasis from magazines to newspa- 
pers 


“Battle of the ages’’ in distilling industry 
would break out if bonding period were 
extended from eight to 20 years, Sen. 
Morton (R., Ky.) says, suggests amend- 
ment to bill to postpone battle to 1962 
when “all the distillers would get off to 
BN |Qual Start”? on... ccccccecserecereneeeel Sage 6 


|What They're Saying 


Thomas McEwan is named to head new 
department to coordinate merchandis- 
ing and packaging activities of War- 
ner-Lambert’s family products divi- 
NR ata Se EN eee Page 10 


Boston television case is bounced back 
to FCC with a question as to whether 
some FCC members should not have 
disqualified themselves in the de- 
0 Ret a = Page 14 


Most advertising agencies are not being 
hurt by the recession, according to Four 
SO A RS: a LET: Page 19 


Crucial formative period for advertising, 
between 1920 and 1940, is related in new 
book, ‘‘The Responsibilities of American 
Advertising,” by Otis Pease ........ Page 20 


Schick plans $4,000,000 promotion tie-in 
with “Around the World in 380 
0  —_ Page 22 


FTC shouldn't single out the tobacco in- 
dustry on which to impose an adver- 
tising code, Tobacco Leaf, industry 
weekly publication, says Page 36 


Agency Man I. C. Roll presents 22-item 
questionnaire for advertisers to an- 
swer before he will take their ac- 
counts Page 51 


E. B. Weiss notes growing reproduction 
of products used in Gay 90s, such as old 
cars and gas lights, sees a grand ride 
for some merchandiser while the fad 
lasts 


Stores must revamp their merchandise 
lines to conform more to consumer de- 
sires, Robert D. Entenberg says in new 
book, “The Changing Competitive Posi- 
tion of Department Stores in the U. S. 
by Merchandise Lines” 


Radio and television stations are not re- 
quired to sell advertising time to poli- 
ticians, FCC rules 


Oneida Silversmiths ads will introduce 
new Community silverplate pattern this 
fall in 12 magazines, five of them new 
on Oneida’s media list 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path 
Coming Conventions .. 
Creative Man's Corner . 
Department Store Sales . 
Drawthinks 
Editorials 
Employe Communications 
Getting Personal 
Looking at Retail Sales . 

Mail Order and Direct Mail 
Obituaries 
On the Merchandising Fron 
Photographic Review .......... 
Production Tips . 
Rough Proofs 
Salesense in Advertising . 
This Week in Washington . 
Voice of the Advertiser . 


Lawless Named Exec VP 
Herbert A. Lawless has been 
appointed exec vp in charge of all 


operations Periodical Publishers 
Service Bureau. His home office 
is at Sandusky, O. " 


RUN OF PAPER. 


- » » « DEMANDS COLOR PLATES EXECUTED 
WITH DOT'S SKILL AND EXPERIENCE. 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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GCuisbtel’s Soup ranks No. 1 with women. Perhaps this is because 
women rank No. 1 with Campbell Soup Company. 


The Company knows that when a woman shops her first con- 
cern is quality. So, at each step in the preparation of every one of 
Campbell’s 90 products,* the Company’s first concern is giving 
women quality...top quality. 


Campbell’s knows that when a woman reads an advertisement, 
she is looking for information—and inspiration. So, in Campbell’s 
advertising, the ideas for women are “new and different, wonder- 
ful and ready.” 


Campbell Soup Company began advertising in Ladies’ Home 
Journal in 1905...and for 53 years, hardly a month has gone by 
without the familiar Campbell signature on a Journal page. 


Campbell Soup Company likes to advertise its soups in a maga- 


NO. —] IN CIRCULATION...NO. ff] IN NEWSSTAND SALES...NO. —] IN ADVERTISING 


How to bea 


souper success 


with women 


ng an 


zine whose audience is “alert and responsive to new food ideas.” 
Ladies’ Home Journal’s ability to spark feminine creativity, plus 
its vast audience of women who do the actual shopping, have made 
the Journal an ideal medium for Campbell Soup advertising. 


*These include Campbell's Soups, the Franco-American family, V-8 Cock- 
tail Vegetable Juices, Campbell's Pork and Beans and Tomato Juice, and 
Swanson Convenience Foods. 


You’re No. 1 in her mind 
when you advertise 
in her No. 1 magazine... 


a) OURMAL = 


A CURTIS PUBLICATION 
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CUR KiRG 
complete menu change. 


2 Sw ea? | 
i Sa = 
C CHUN KING ~ a it 


CHANGEOVER—“Best thing is Chun 
King for a complete menu change” 
says this Sept. 1 opening page in a 
series of ads slated for the Ladies’ 
Home Journal by Chun King Sales, 


\| This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Aug. 7—Sen. 
Thruston Morton (R., Ky.) takes 
the position that money speaks 


|| louder than words. 


His views were expressed Mon- 
day as the Senate searched for a 


way to help the distilling indus- | 


try out of the eight-year bonding 
period dilemma without setting 
off a “battle of the ages” among 
whisky advertisers. 

For several years distillers have 
complained the traditional eight- 
year limit on bonded whisky is 
forcing huge inventories onto the 


Bluegrass Senator's Plan: Postpone 
Distillers’ ‘Battle of Ages’ Ti!! 1962 


‘age to Schen- 
‘or more of the 
. other industry 


|competitive adv 
|ley, which has 
|}aged reserves t). 
members. 

Senate finan: committee had 
cleared the bi ooding bill after 
Schenley assure: it no competitive 
advantage woul: accrue. 

But Monday sen. Morton took 
the floor to ca}! attention to the 
remarkable behavior of Schenley 
stock. In two hours and 20 minutes 


‘tee acted until the stock exchange 
|closed July 25, 103,000 shares were 
traded, and it jumped 10% in val- 
| ue. He noted other distillery stocks 


He said Schenley’s spectacular 
rise could be attributed only to the 


Advertising Age, August 11, 1958 


| real progress this year toward leg- 
| islation tightening up on the use of 


fact that investors and speculators | chemical additives in foods. 


believe the bill gives it a windfall. 
“I do not believe the American in- 
vestor and American speculator 
can be so far off,”’ the senator com- 
mented. 

As senator from a state famous 
for its whisky, he wants a longer 
bonding period, but he wants to do 
it without upsetting competitive 
relationships. To achieve this, he 
sought to amend the bill so that 
whisky produced before 1954 can- 
not be advertised or labeled as 
more than eight years old. 

Advertisers would eventually 
stage a “battle of the ages,” he 
said, but the showdown would be 
postponed until 1962. By then, he 


from the time the finance commit- | figures, all the distillers could get 


off to an equal start. 


Rep. John Bell 
Food Additives William (D., 
Bill Holds Over Miss.) took pains 
this week to 
demonstrate that there has been 


HOW DOES YOUR BRAND 


RANK IN IOWA? 


mail this coupon 
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Des Moines Register and Tribune 
BAND |SVENTORY - 
apg Des Moines 4, lowa 
m { rn ‘ Gentlemen: 
ide Please send me my free copy of the 1958 lowa 
Brand Inventory Report. 
Name Roped 
Title ri sade) Le Ode 
Company oy, oma 
Address i 
City 
State 


The 1958 Iowa Brand Inventory Report shows 
you the per cent of use by product and brand 
of 167 different items from food to furniture. 
It shows you the per cent increase or decrease 
in product and brand from 1953 to 1958. It 
compares product and brand use in cities and 
towns with rural areas — gives you a complete 
picture of the Iowa market. 


However you look at it, the only effective, 
economical way to sell the entire lowa market 
is advertising in the Des Moines Register and 
Tribune. Its papers are read by 70% of Iowa’s 
2.7 million people. Covers a whole state better 
than most newspapers cover their city of 
publication. 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 
Combined daily: 350,000 »* Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott + Doyle and Hawley 


Spe a TOR ESS a Sg gt 


For nearly eight years congres- 


| sional committees have “studied” 


the problem. Recently there have 
been outraged protests by several 
House members who feel that the 
interstate commerce subcommittee 
under Rep. Williams has been less 
energetic than it might have been 
in getting a bill to the floor (“In 
Washington,” AA, July 28). 

As an answer to these protests 
Rep. Williams got committee ap- 
proval the other day of H.R. 13254, 
a bill which puts important safe- 
guards around the use of food ad- 
ditives. While it cannot pass this 
year, the bill carries the endorse- 
ment of the Food & Drug Admin- 
istration and of many of the food 
industry associations which have 
worked on the problem. So Rep. 
William’s spadework may pay off 
in the next Congress. 


Sen. Hubert 
Burial of Facts Humphrey 
in Consents Hit (D., Minn.) says 

private anti-trust 
actions are a particularly effective 
way of discouraging business men 
from violating the anti-trust laws. 
But his subcommittee (of the Sen- 
ate small business committee) on 
retailing, distribution and _ fair 
trade thinks many anti-trust of- 
fenders build immunity from pri- 
vate action by entering into con- 
sent settlements which prevent the 
Justice Department from revealing 
evidence that could be used against 
them. 

The subcommittee is not partic- 
ularly hostile to consent settle- 
ments that save time and money. 
But it says as a condition for ac- 
cepting a consent settlement, the 
Justice Department should be re- 
quired to file an evidentiary mem- 
orandum so that there would be a 
public record of the evidence that 
has been assembled. 


Postmaster 
P.O.Broadens General Ar- 
R.F.D.Service thur Summer- 

field has changed 
the rules for rural free delivery, 
and he estimates this service will 
soon be extended to more than 
300,000 additional farm families. 
Formerly, R.F.D. was offered only 
if the route involved four families 
to a mile. Some time ago Mr. Sum- 
merfield decided to offer service if 
there were three families per mile. 
Now he is ready to extend routes 
whenever there are two families to 
a mile. There are roughly 31,700 
R.F.D. routes, totaling 1,586,000 
miles, with 35,000,000 patrons. + 


Mutual Appoints Three; 
Adds Two Aftiliates 


Mutual Broadcasting System, 
New York, has named three men 
to its programming and sales de- 
partments. Frank Erwin has been 
appointed director of sports. Mac- 
Donald Dunbar and Philip D’An- 
toni have been appointed account 
executives. Mr. Erwin will con- 
tinue in his present position as 
director of cooperative program- 
ming for the network in addition 
to his new post. Mr. Dunbar for- 
merly was media director of Reach, 
McClinton & Co., and Mr. D’An- 
toni previously was with Weed & 
Co. 

WDOK, Cleveland, and WZIP, 
Cincinnati, have affiliated with 
Mutual. Both formerly operated as 
independents. Mutual previously 
shared stations in both markets— 
WSRS, Cleveland, with ABC and 
WLW, Cincinnati, with NBC. 


Day Joins Sawyer-Ferguson 

Richard E. Day, formerly prod- 
uct manager in the frozen foods 
division of Armour & Co., Chi- 
cago, has joined the Chicago of- 
fice of Sawyer-Ferguson-Walker, 
newspaper representative. He will 
cover Wisconsin and work on vari- 
ous local accounts. 


———————— 
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Family life in modern Russia is a closed window—tightly shuttered 
against the eyes of our western world. But now, in the current Look, 
the exclusive article, “I Lived with a Russian Family,” scores an amaz- 
ing breakthrough—marking the first time in years an American has 
lived with and photographed a Russian family. 


Through the eyes of a Kansas City housewife, you come to know 
the Ivanovs, Moscow apartment dwellers. You discover what they 
think of “American capitalists” . .. why they “don’t believe in too 
many baths” . . . how sputnik has inflamed their belief in Russia's 


READ BY 27,900,000 PEOPLE 


rood 


Moscow... 


A Kansas City housewife 


visits a Russian family. 


In a warm exchange, 


some sober discoveries. 


lige vommeeTe 


destiny and their own future. You realize that the competitive strug- 
gle with Russia will not be won “without valor.” 


In this new chapter in the Exciting Story of People, Look again 
throws into focus the human values underlying the great issues of 


our day. It is this vital editorial approach . . . projected with “warmth, 
understanding and wonder” ... that generates LOOK’s powerful appeal 
for the whole family. Seventy per cent of Loox’s 27,900,000 audience 
are members of families with children under 20—the highest con- 


centration of family readership among all major magazines. 


LOOKE exciting story of people 
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TelePrompTer 
Bars Radioat 
Aug. 18 Fisticuffs 


New York, Aug. 7—First it was 
home television, and now it’s radio 
that has been muscled out of the 
championship boxing picture. 

There will be no radio coverage 
of the Aug. 18 heavyweight cham- 
pionship fight between Floyd Pat- 
terson and Roy Harris in Los 
Angeles’ Wrigley Field. With its 
$210,000 guarantee to Mr. Patter- 
son, TelePrompTer Corp. has sewn 
up all radio, ty and motion picture 
rights to the bout. 

Fight fans either will have to! 
put up the price of theater admis- | 
sion or read about it in the papers. | 
They can follow the match only 
by closed-circuit tv in theaters or 
in a few arenas. 


if you like to watch your weight... 


DONT GIVE UP BUTTER 
spread it on 


RY-KRISP 


soerese. 


| 


NPN A a INR HS hE REN OO A ITALY A TM RED 
F i Ys. 


@ The decision to elbow radio out 
of the fight picture was made by | 
Irving Kahn, president of Tele-| a Single slice of diet-bread’ 
PrompTer (which handled the without, butter | 
Robinson-Basilio closed-circuit reer 

telecast last March). << 

Although Mr. Kahn was offered | Me gee 

as much as, 70,000 for the radio} 
rights by broadcasters—reportedly 
the highest figure ever offered to 
broadcast a fight—he turned it 
down. On the basis of the 20,000,- 
000 radio fans who heard the wel- 


&@ double cracker of Ry-Krisp with 
butter is lower in calories than 


THE UGHT RYE CRACKER THAT LETS 
YOU EAT THINGS LIKE BUTTER ANDO 
CHEESE BUT CUTS YOUR CALORIES, TOO 


motes meee! ry 


‘Longest S!ogan’ Tells 
Propensity of Ry-Krisp 


Sr. Louis, A 
campaign sched 
tober, Ralston P 
invest nearly $5 
Ry-Krisp with 
Krisp with che 
W. P. Hays, R: 
manager. The c: mpaign is timed 
to coincide with American Dairy 
Assn.’s annual ©. tober cheese pro- 
motion. 

Mr. Hays say: the campaign is 
based on resear-h showing that a 
double cracker of Ry-Krisp with 
butter is lower . calories than a 
single slice of ‘ iiet bread” with- 
out butter. 

Ads in the campaign boast the 
“world’s longest slogan” which 
says, “The light rye cracker that 
lets you eat things like butter 
and cheese but cuts your calories, 
too.” 

Two-color half-page ads are 


7—In a new 
i to start in Oc- 
na Co. plans to 
000 to promote 
utter and Ry- 
e, according to 
ton division ad 


| Three Chicago Gas 


Marketers Join in 
Gas Incinerator Push 


Cuicaco, Aug. 6—“Smokeless- 
odorless” gas incinerators will get 
their first major market boost in a 
campaign starting here Sept. 5, ac- 
cording to William Hebert, chair- 
man of the ‘gas incinerator division 
of the Gas Appliance Manufactur- 
ers Assn. 


ter fight. Mr. Kahn has decided 
that if he can attract just 1% of 
that audience into theaters he can 
set a new attendance record. 


SUGGESTION—In small type at the 

bottom of this two-color half-page 

ad, Ralston Purina Co. tags its slo- 
gan as the “world’s longest.” 


8 Two other considerations were | 
involved in the TelePrompTer de- | 


cision, which is said to represent Business Papers 


the first time radio ever has been 


eliminated from a championship | Off 10% in First 7 


boxing match: 

1. It was unfair to the theater 
exhibitors to “give away” part of 
their potential gate to broadcasters 
for a disproportionate sum. 

2. TelePrompTer was unable to 
sell broadcasters on evaluating | 
the purchase price of the rights to} 
the size of the audience. The cor- | 
poration wanted the price to be 
determined on a cost-per-thousand 
basis, after the fight. 

TelePrompTer does not plan to 
eliminate radio permanently, but 
feels it can evaluate future prices 
for radio fight broadcasts on a 
more compatible level after this 
experiment. 


= 150 theaters, slightly more than 
the number that showed the Rob- 
inson-Basilio fight, will carry the 
telecast. Admission prices will 
range from $3.50 to $10 top, the 
latter mostly for Texas locations. 
New York’s Loew’s Theater on 
Broadway will charge $7.50, while 
$14 per car—and each car limited 
to four people—is the tab set for 
Loew’s New Jersey drive-in. Most 
New York theaters will charge $4 
and $5. 

Besides his $210,000 guarantee 
from TelePrompTer Floyd Pat- 
terson also receives 50% of the 
Wrigley Field gate and has agreed 
to pay Roy Harris $100,000. The 
Robinson-Basilio closed-tv tussle 
had an estimated $1,500,000 take, 
split 50-50 with the theaters. 

TelePrompTer declines to re- 
veal its current arrangement with 
the theaters until after the event. 
William P. Rosensohn, head of 
TelePrompTer’s closed-circuit tv 
department, resigned from the cor- 
poration to become promoter of 
this fight. # 


Chesebrough Closing Plant 
Chesebrough-Pond’s Inc. will 
close its Perth Amboy, N. J., man- 
ufacturing facilities next year and 
transfer operations to its plant in 
Clinton, Conn. The Perth Amboy 


plant has been operated since 1902. 


Months, ‘IM’ Finds 


Cuicaco, Aug. 7—Business pub- 
lications advertising volume still 


trails the record levels set last year. 


Totals at the end of July, 1958, 
show a drop of 10.6% (31,024 


Three area utility companies 
have signed up to participate in the 
sales drive. They are People’s Gas 
Light & Coke Co., Chicago; North- 
ern Illinois Gas Co., Aurora, and 
‘North Shore Gas Co., Waukegan. 
| Other utility companies have been 


linvited to join in the campaign. 


® People’s Gas will invest $50,000 
in advertising in newspapers and 
other media, plus direct mail and 
dealer materials. Northern Illinois 
and North Shore plan radio and tv 
support for the campaign, accord- 
ing to GAMA. 

About $60,000 will be spent for 


pages) from the volume reached at | advertising, promotion and display 
the end of the first seven months | Materials by the nine participating 
of 1957. Total pages for the month ™anufacturers — Bastian-Morley 
of July dropped 14.9% (5,758) be- | Co., LaPorte, Ind.; Bowser Inc., 


low the same month last year. | Chicago; 


Calcinator Corp., Bay 


These figures represent the com-|City, Mich; Caloric Appliance 
bined volume of more than 325|C°rp., Topton, Pa.; Locke Stove 
business publications reported|C0- Kansas City, Mo.; Majestic 


monthly in Industrial Marketing. 

As a group, industrial publica- 
tions again were hit hardest, show- 
ing a July decrease of 17.8% (4,- 
824) pages with a year-to-date 
percentage dip of 12.9%, represent- 
ing a 26,167-page loss. 

Product news publications are 
down 9.5% from the volume 
achieved in July, 1957. For the 
year to date, this group dropped 
3% (526 units) from last year’s 
seven-month total of 17,362. 

Holding second place for the big- 
gest loss are publications grouped 


|}under the export classification. | 


Down in July by 139% (181 
pages) from last year’s monthly 
figure, on a year-to-date basis 


these publications were off 4.8% | 


(441 pages) compared with the 
July, 1957, total. 


= Class publications are down 2.3% 
for the month of July, compared 
with a 0.6% (137 pages) increase 
in the year-to-date volume at the 
end of July. 

Publications in the trade group 
dropped 9.6% (473 pages) in July 
and were down 10.2% (4,027 
pages) from the 1957 seven-month 
total of 39,594 pages. # 


Boochevor Resigns Display Post 
S. Paul Boochevor has resigned 
as vp of the display division 
of Gibralter Corrugated Paper Co., 
Jersey City, N. J. He is succeeded 
by William P. Katz, vp and one of 
the principals of the company. 


Co., Huntington, Ind.; Martin 
Stamping & Stove Co., Huntsville, 
Ala.; Queen Products, Albert Lea, 
Minn., and Waste King Corp., Los 
Angeles. 

Morey, Humm & Warwick, New 
York, GAMA’s agency, has pre- 
pared advertising for the cam- 
paign. + 


THEY BURNED GARBAGE 
ON THE BALLROOM FLOOR 


es 


to prove modern GAS incinerators are 
‘SMOKELESS -’ ODORLESS 
“SC SPOTLESS 


ite hae moe married Tan as ond a 
med cme ncnimes oe tempo ewrmee 


_ DEALER IMPRINT Piso eye 
DEMONSTRATION—Here is one of the 
newspaper ads for the gas inciner- 


— a 


ator Chicago campaign. 


of Low-Calorie 


with Butter, Cheese 


scheduled for Better Homes & 
Gardens, Coronet, Everywoman’s 
Family Circle, The New Yorker 
and Woman’s Day. In addition, 
radio spots will be used in New 
York, Chicago, Los Angeles, Min- 
neapolis, St. Paul, San Francisco, 
Seattle, Detroit, Philadelphia, Mil- 
waukee and St. Louis. Point of 
purchase material also will be 
available. 

Mr. Hays says the new cam- 
paign marks the beginning of an 
aggressive new marketing pro- 
gram for Ry-Krisp. Future plans 
call for a continuance of the pro- 
gram plus a change in package de- 
sign to give more prominence to il- 
lustrations of butter and cheese. 

Guild, Bascom & Bonfigli, San 
Francisco, is the agency. + 


D’ Arcy Hits Billing 
Level It Had Before 
Loss of Coke in ‘56 


(Continued from Page 1) 

over the $60,000,000 mark in 1959. 

D’Arcy, which made a big pitch 
last year for the Plymouth account, 
is expected to take over the $5,000,- 
000 Studebaker-Packard account 
from Burke Dowling Adams Inc. 
as soon as the auto company com- 
pletes its refinancing plans (AA, 
July 28). D’Arcy was a Packard 
agency for nine months in 1956. 


s D’Arcy is also one of two con- 
tenders for the $2,000,000 Cash- 
mere Bouquet account resigned 
two weeks ago by Bryan Houston 
Inc. (AA, July 28). D’Arcy entered 
the Colgate stable last January 
when it survived a lengthy com- 
petition for the $2,000,000 Halo 
account. 


s D’Arcy lost the Lees Carpet ac- 
count in January, 1957, but re- 
placed it nine months later with 
Bigelow-Sanford. 

It gained General Dynamics 
corporate advertising last summer, 
and early this year it added Parti- 
Day Inc., Chicago, a new company 
marketing dessert toppings made 
by the Liquid Carbonic division 
of General Dynamics. 

In May, 1957, R. G. LeTourneau 
Inc., Longview, Tex., named D’- 
Arcy, and in the following month 
the agency added Meletio Co., St. 
Louis; Fasco Industries, Rochester, 
N. Y., and the St. Louis Globe- 
Democrat. 

Also last year, D’Arcy picked up 
Doyle Inc., Chicago, maker of 
Strongheart dog food, Kit Kat cat 
food and horsemeat products; Ral- 
ston Purina Co.’s Latin American 
advertising; Oak Farm Dairies 
Inc., Dallas, the largest indepen- 
dent milk processor in Texas; WOR 
and WOR-TV, New York; and 
Reddi-Wip in Canada. 

This year it has added the Cli- 
malene Co., Canton, O., and Dixie 
|Products Inc., Cleveland, Tenn. 


|@ One client will probably have 
to go as a result of the expected 
acquisition of the Studebaker busi- 
ness—White Motor Co., Cleveland 
truck maker, a D’Arcy account for 
more than 30 years. 

Harry W. Chesley Jr., who came 
to D’Arcy in 1956 from Philip 
Morris, is now president of the 
agency. He succeeded Percy J. 
Orthwein, who died last year. 

The board chairman, with head- 
quarters in New York, is Robert M. 
Ganger, who joined D’Arcy in 1953 
after a short stint as president of 
P. Lorillard Co. Formerly he had 
been a partner in Geyer, Newell & 
Ganger. # 


Godwin Advertising Moves 
Godwin Advertising has moved 

its New York office to larger 

quarters at 100 Church St, 
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Ben Donaldson 


Ben Donaldson 


Retires from 
Ad Post at Ford 


McMechan Is Named 
Manager of Company’s 
Institutional Ad Dept. 


DEARBORN, Micu., Aug. 7—Ben R. 
Donaldson has retired as director 
of institutional advertising for 
the Ford Motor Co. after 39 years 
with the company. He will be re- 
tained as an advertising consult- 
ant. 

Jervis B. McMechan has been 
|nmamed manager of the company’s 
institutional advertising depart- 
|}ment. He formerly was coordina- 
tor of institutional space advertis- 
ing. 

Mr. Donaldson joined the Ford 
organization in 1919, working on 
the “Dearborn Independent,” 
company-owned weekly. Shortly 
afterward he became editor of all 
Ford publications; later he han- 
dled programs for WWI, a radio 
station operated by the company. 

In 1927 he took charge of Ford- 
son tractor advertising, subse- 
quently being named export ad- 
vertising manager, then director 
of the office of advertising and 
Sales promotion, sales and adver- 
tising staff. He was named direc- 
tor of institutional advertising in 
1954. 

Mr. Donaldson was chairman of 
the Assn. of National Advertisers 
in 1953-54. He is a past president 
of the Adcraft Club of Detroit and 
a past chairman of the Advertis- 
ing Federation of America. He is 
now on the executive committee 
of AFA, and is vice-chairman of 
the Advertising Research Founda- 
tion. 


@ Mr. McMechan was a copywrit- 
er with Florez Inc., a Detroit 
agency, for two years and a free 
lance motion picture writer and 
director before joining Ford in 
1953. His first job with the com- 
pany was as production supervi- 
sor in the motion picture section of 
the photographic department. 

He was appointed assistant 
manager of the special events de- 
partment in January, 1954, and 
six months later was named to his 
most recent post. + 


Thurston Succeeds Gladding 

Homer R. Thurston has been 
named to succeed George M. Glad- 
ding as head of the midwestern 
advertising office in Chicago of 
Grade Teacher. Mr. Gladding, a 
vp, who has retired after 27 years 
with the publication, has been 
head of the midwestern office since 
its inception. 


North Names Two VPs 

North Advertising, Chicago, has 
elected Walter M. Heymann Jr. 
and Lester A. Delano vps. Mr. Hey- 
mann, director of sales develop- 
ment, joined North frem Foote, 
Cone & Belding in January. Mr. 
Delano is director of marketing 
services. 
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BOYS’ LIFE advertisers in the remaining 
issues of 1958 will receive 200,000 in net paid 


bonus circulation. Starting with the January, 


1959 issue, the new guarantee of 1,800,000 


will go into effect. This represents a 13% in- 
crease since the last circulation guarantee; 
200% in the last five years. Advertising rates 
will be adjusted to a cost per thousand of 
$3.21, continuing our 8 year policy of low page 
costs. Only BOYS’ LIFE and one other mag- 
azine have been able to maintain this record 
despite the post-war cost 
squeeze. 


OUR 8 YEAR RECORD 


Cost Per Thousand 
$6 


$5 


BOYS’ LIFE 


$4 


oe 
$3 


% TOTAL 
MAGAZINES 


We're proud of this record. 
We're also proud of being the 
first and foremost monthly 
mass circulation magazine in 


the youth field today. 


en hee ea ra Phy sj ama a a od ate a oe 4 1k <a aa ele +S a em aes Meat 4 
: fe ‘a Pri a ae Boe a 5 2 a + De = ‘ Peni igh si: a ahs sine sce ‘ ois coh 
a Aus y eee a Ra ah ; ¥ a bag bee z 7 7 See a By ae : STi eee oa 
a -* « . << J e oxi ‘ ? ’ ay ee ; 4 . ‘ rs 2 DS. | : 4 f aes a 
ae Ss : r 
4 fee 
aoe > hy ‘3 e 
‘ ee 5 i we 
rey po 
wk fet age 
Peas Bat 2 Sea Lis 
Sipps : epee 7g 
a Bes ky (aoe 
Ean “gimmie: 
Be eae tae 
ee, See eta Shame 
eis 2 = 
a Coe © = 
ae Rte 
ae : 
Dee . ts 
ae nel - 
pass ‘ 
pee: ¥ 
ieee “a 
ik ay) es, ee: 
ae ho \ es ee 
ce: ‘ ess peck 
. — _ "ee 
‘ie oa ies 
ee =. Seog ne 
Be oo ee 
ete oN a ae 
e ag fe ae sen 
ea, ge 
oer, Sell Pore oe 
Ss a ise ae 
ne, gam 
a2 pees 
‘oe a 
re 
we. " 
eer 
F mn re .. site 
Ba ad 
igi c 3 yg ik er Bae 
eee nes Sear: 
spa pep erase 
‘a4 ou eng soi ch 
Fai: ee pee 
pn i 
x : 2 
- ate _ 
: an 
| ea BA: 
oy eens 
hs Piast 
% ; ia Seat 
Basa eas 
pis = wer 
pss " m 
eth 3 esd is a 
: sed ae geen 
5 Ye oo eae ee 
GE. es 
boat : 
Lat 
Be j i 
po : eae 
hey Pa ee be ae 
Be : oe Bees: 
pe PR cts 
; Re es Be cc 
ee PAN Ag APG 
te: 
| ae 
Cy aeeior* oa 
s na es 
et: oe 
Sais)" tage 
; ee ae 
Ze ae 
3 5 ; : 
aaa oe 
Sieg i 
peer: 
ee 
- i 
: oer 7 “a 
os CY ae 
2 ‘ ; es 
pe ;: { ee : u 
: i Bes 
3 : tinue seo 
ae 
ee at 
y sail 
: 
. oF “~ , 9 me ee Teche 
; 5 a Cae 
ree ON. 
ae o> in f* ole ¥ 
’ é ey || 2 oe En i 
a é Betts jag vik 
P i 7 ee 
: 3 ‘sae 
da G > : 
4 d 
a . ‘ 
. ~ 
MES a 7 
a = = a 
ill \ at es Saad 
git nS . 2 becuase 
. a ; Cr et ieee ‘+ 
Z ace ‘ a et SF 
SERS, . ee 4 fees gh. 
fig rig \ "6 Ne ; need a 
3 + ot os Oe eee 
‘ - ; a 4 fosces Sane 
. i i x 4 : ’ “4 ’ €. ye harry E 
? eee a 
; , ae een aes 
, k ; ae $2 aye ae 
4 i ae i a Se ticatie 2° a 
< nite 4 ———— eee 
ii Saas ‘ick aa ‘a 
fa het, Me : SS i rehab es — : 
a ee. 4 4 4 Me Mei ake " aay ey ose 
2 : + Nay * a 3 a ne ae g ees : ae , 1950 1958 aoe 
E y 4 ‘ — i So! . fe ea ie eras 
, : ios “= et fe " a vey ies aa 
oy SR i i i 
= 2 oo ir? nm de. nella an ee : 
° a mi oer - ‘satis : , 
= Ce: iene 4 eae ay m b 
ay eet le ™s F —. Oe 
& : en ole teat seh i <A i ses 
* =n 
, . 
ull : = 
‘ a ; . oe 
ae bie ; as een ee a, me Pee ae 
P ez Fe - < é = Sipe ee ee a 1 
= 4 : a ee et mee a ~~ Se Peat hy La he iclede 4 
= ee Bede tas ee eee ‘on et. tae nn elle tere, ia’ 
ee ae ie ee ae Gt Saas & 
bee 2 Woe eae ey : re eee Sa eae bd Et 
a Oe a ae Pe eee aces Pi ee ye yy 7. ae ae 
4 P . il “See ete ee, ae aa 
“ + Te tr te i 
\"6 : as, 
: ey 
ee 
5 Cy as a 
\ rene 7 a 
Le oe ae +. 
en ‘ : é Peng eS Ne a i : ee 
Deter eae @ 
a aoa ig 
WES inti me 
a eee 
Si hnae 
rt ee 4 
i de ee Sy 
ay 
Ls : an 3 
+ “ 
1 ees AP ‘ 7 : te ‘ a i - 7 Mo a ot cara 2 ~ = - _ *F Die ate gee Red ag nalead — - 
Ps oe ae : en | 
Cay aa Fer ee 
oe: RM i eh Af anv 
Se ee oh ade ele Ceri ne vag rae . = 
Rot perk AF ng iagh cake ha ent POMORTE Foe 9 Steere =e 


Pasi 


10 
Advertising Age, August 11, 1958 


;—— Special Report from Atlantic City | RPP Seer 


| STRICTLY 
| MAN TALK 


JUNE SETS RECORDS IN ATLANTIC TY! 


® Circulation set a new all time high—23 % gain over 1957. 
® General advertising showed an increase over last year. 
® Retail advertising reached a new peak. 

® Classified advertising is also up! 

® Total advertising up 24% —largest gain of all Media Records newspapers. 


To sell your er in this prosperous Southern New Jersey Ma ket you 


must use the . | 
7 _ 
Atlanti r City Press MAN TALK—Stress on the brand image and relating the brand to an 
Pee ay image of the Westerner is responsible for a 20% increase 
n sales (first quarter 1958 over the same period in 1957) for Justin 
Southern New Jersey's ‘Good Morning Newspaper’ Boot Co., Fort Worth, according to the agency, Bevel Associates. 


Rolland L. Adams, President The ad at the left will run in the October issue of True, the com- 


Gallagher-Delisser, inc., National Representatives pany’s second appearance in that publication. At the right is an ad 
typical of those running in Western Horseman. 


McEwan Heads New 
Merchandising Unit 
of Warner-Lambert 


Morris Puiains, N. J., Aug. 5—A 
new department to coordinate mer- 


bed ” 
In the le adership sp ot] chandising and packaging activities 
] g in its family products divison has 
been established by Warner-Lam- 
bert Pharmaceutical Co. 
To head the department, Thomas 


bd ’ J. McEwan has been appointed di- 
—= ra 10 rector of merchandising. Mr. Mc- 
e t Ewan will provide merchandising 


|liaison between the _ division's 
‘sales, advertising, research and 
manufacturing activities. This in- 
cludes coordinating marketing 
plans with production schedules 
and package designing. 

Donald Q. O’Brien, formerly 
WGN LEADS ALL OTHER CHICAGO MEDIA IN HOMES REACHED! package coordinator at Warner- 
Lambert, has been named assistant 
merchandising manager in the new 


That’s why top-drawer advertisers buy WGN-radio in Chicago. 
And s F department. Mr. McEwan has done 
nd you will be in the best of company when you join the nation’s smart- a variety of merchandising and 
* packaging functions at the com- 
est time-buyers who select WGN with confidence year after year. Be- pany. Most recently he was assist- 


ant director of purchasing and 
package engineering for the Lam- 
bert-Hudnut Mfg. Co. laboratories 
in Lititz, Pa. 

In connection with the new de- 
partment, two other appointments 
have been announced: Sidney 
Sawyer, to purchasing agent for 
all sales promotional materials and 
displays used by the division, and 
Norman Weinberger, to art super- 
visor for the division. + 


cause WGN helps sell millions of dollars worth of goods for 
these top-drawer clients. New, better-than-ever programming 
for ’58 is in keeping with WGN’s policy of top quality at the 
lowest possible cost. 


Magazine to Sell Ad Space 

Evergreen Review, a quarterly 
magazine published by Grove Press 
Inc., N.Y., has announced that it 
will include advertising in its 
forthcoming issues. The magazine’s 
present average net paid circula- 
tion is 15,000. The magazine, which 
sells for $1 per copy, also will be- 
gin newsstand sales with the next 
issue; previously it has been sold 
only by subscriptions or through 
book stores. 


New Magazine Sets Date 

A new boating magazine, West- 
ern Marine Dealer, is slated to be- 
gin publication in January, 1959, 
on a 24-times-a-year basis with 
controlled circulation of 15,000. The 
magazine will be published by 
Marine Digest Publishing Co., Se- 
attle. Although final rates will not 
be announced until later this year, 
it is expected that the b&w page 
one-time rate will be approximate- 
ly $400. 


Sophie Mae to Liller, Neal 

Sophie Mae Candy Corp., Atlan- 
ta, has appointed Liller, Neal, Bat- 
tle & Lindsey, Atlanta, to handle 
its advertising. The former agency 
was J. Walter Thompson Co., Chi- 
cago. 
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The Influential is a very signal kind of fellow— 


He quotes the Post with verve to match a staunch conductor’s bellow 
And gets your advertising rolling on the inside track 


Most everywhere from Santa Clar’ to Hackensack and back! 


(Sell the Post-Influentials—they tell the others!) 


, The Saturday Evening Ask your Post salesman about 


POS i ! the first bull's-eye measure of ° 
h the magazine advertising page. 


A CURTIS MAGAZINE 
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The Editorial Viewpoint . . . 


The Confusing ‘Woman's Day’ Case r 


The reversal by the U.S. appellate court in Chicago of the previous 
decision of a federal district judge that advertisers in Woman’s Day, 
a subsidiary of A&P, did not violate the Robinson-Patman Act by ad- 
vertising in that publication, cannot help but create confusion, doubt 
and uncertainty in the advertising business. For that reason, we hope 
that the issues will be finally and clearly adjudicated, rather than 
settled on the basis of convenience. 

The appellate court held that three advertisers had failed to prove 
in the lower court that their payments to Woman’s Day for ad- 
vertising were available proportionately to other grocery retailers 
in competition with A&P, and that the burden of such proof lay 
on them. 

While the circumstances which applied during the period cov- 
ered by the suit no longer apply, in that Woman’s Day was then 
exclusively distributed in A&P stores and now is available to any 
grocer, drug store and news dealer who wants to sell it, the general 
legal problem still needs exploring and more concrete determina- 
tion if advertisers are to know precisely where they stand. 

Woman’s Day points out, we think correctly, that the circum- 
stances outlined in the suit no longer apply to any advertiser be- 
cause of the change in its distribution pattern, and Everywoman’s 
Family Circle has hastened to make it clear that its advertisers 
are likewise totally unaffected by the decision. 

But the subject is still a muddy one, and we hope court action 
will be pursued far enough to clarify the whole situation. Prob- 
lems under Sections 2(d) and 2(e) of the Robinson-Patman 
Act, designed to prevent discrimination among retail competitors, 
have been extremely difficult for advertisers to overcome, and 
have been the basis for a considerable number of court actions. 

Both by legal decisions and by clear-cut, consistent rulings by the 
Federal Trade Commission, the air ought to be cleared so that ad- 
vertisers can proceed with some assurance that they are not unwit- 
tingly breaking the law and subjecting themselves to damage suits. 


Hope for Non-Slide-Rule Users 


“One of the lurking dangers in our current romance with what we 
choose to cal] ‘marketing’ lies in our inclination to lean too heavily 
on the analytical phase, on market research—to assume that because 
we have accumulated facts we necessarily have a reliable guide to 
the future when actually what we have gathered is, rather, only a 
fairly accurate estimate of the past.” 

So said Walter Weir in a talk to the American Marketing Assn. 
which we reprinted in our Feature Section last week. And he went on: 

“I do believe there exists within the human psyche an ability—a 
weak and difficult to arouse but nevertheless a true ability—to an- 
ticipate more surely than scientific means yet make possible the fine 
and delicate shells of human aspiration one is likely to find on the 
beach tomorrow. And I think this is accomplished, to a large degree, 
through the use of fictions which the creative mind brings into being.” 

What Mr. Weir is doing, we gather, is to line up on the side of E. B. 
Weiss and his plea for greater marketing “intuition” and less reliance 
on fact-finding approaches. And what both these men are doing, in 
essence, is to argue the frequently accepted assumption that the fu- 


Gladys the beautiful receptionist 


—E. G. Johnson, Gillette Safety Razer Co., Boston. 
“They asked him to write a joint statement and he said, ‘Sure, what 
joint do you have in mind?’ ” 


ture is simply a mirror of the past. 

We have long suspected that this latter assumption is too pat and 
too easy an approach to problem solving. It is probably true that 
human beings react to the same circumstances in exactly the way they 
did a generation ago; but the circumstances never seem to be quite 
the same, and thus this bit of scientific knowledge can be misleading 
if it is accepted blindly. 

Furthermore, this assumption leads only to a repetition of pre- 
vious activities and operates as a deterrent to innovation. Problems 
are still successfully solved, we suspect, by gathering as much 
factual material as possible, and then applying that unknown but 
delightfully useful quality—human judgment—to their solution. 
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New Name Needed? 

If we've succeeded in overcom- 
ing the prejudice of men toward 
the use of deodorants by hard- 
hitting male-oriented selling 
themes, why can’t we do the same 
with other products—take cologne, 
for example. According to a study 
of 2,000 graduate college students, 
the chief source of complaint seems 
to be the connotation of effeminan- 
cy in men using a cologne. Now’s 
the time to take a new look at the 
problem. Perhaps it’s the packag- 
ing—the ultra-smart, elegant ap- 
pearance of men’s cologne could be 
one of the reasons holding it back. 
It borders too closely on a woman’s 
fragrance item. Perhaps it’s the 
very name “cologne” itself. This 
may call for a completely new de- 
scription for the product—a mas- 
culine sounding name that would 
make the average guy a little more 
comfortable when he asks for it at 


the store. 
—Richard Lockman, vp and general 
manager of Emil Mogul Co., in a 
speech at the Toilet Goods Assn. con- 
vention. 


The Walk-Out Problem 

The president of a large furni- 
ture chain on the West Coast told 
me that they interviewed people 
coming out of their headquarters 
store for several days, and found 
that 82% walked out without buy- 


- 


ing. The main reason was frustra- 


a = 


What They're Saying 


tion and the inability to make up 
their minds. 

As an industry, we must help the 
salesman cope with the walk-out 
problem. In order to keep up the 
morale of the salesman, we need 
to make it more worth while for 
the salesman to work with the cus- 
tomer in depth. Obviously, training 
is needed. 

To work with the customer in 
depth, a salesman should be trained 
in room planning, furniture ar- 
rangement, color, furniture styles 
and how to mix them, and con- 
struction. 


—Jack Barlass, director book and 
general promotion division, Meredith 
Publishing Co., speaking to the Home 
Fashions League during the Inter- 
national Home Furnishings Market 
in Chicago. 


Boom Bang 

The American living room, al- 
ready in the process of steady de- 
generation to the low ebb of lady 
wrestlers, sadistic private eyes, and 
at least three gunfights an evening, 
is now getting to be the noisiest of 
places. For now the cacophony of 
the pitchman selling his pills, po- 
tions, and magic elixirs is joined 
by the village idiot who sits, hand 
on horn and klaxon, ready to bring 
noise into the American living 
room. 


—From an editorial in the Hartford 
Courant. 
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Rough Proofs 


“Smokers may have neurotic 
tendencies, Buffalo study shows.” 

If you’re a chain smoker, now’s 
the time to make an appointment 
with your favorite psychiatrist. 


“Want to escape big-city pres- 
sure and make a year-round home 
on Cape Cod?” asks a classified ad- 
vertiser. 

Are the lobsters as good as ever? 


The Department of Justice 
charges automobile dealers in the 
District of Columbia with conspi- 
racy to fix prices, but a peek at 
their net would probably show the 
conspiracy was a flop. 


Edward T. Ragsdale says 1959 
Buicks will be bigger and better 
because Americans want more than 
just transportation. 

The question before the house 
continues to be, “How many?” 


Business today involves so much 
litigation that a successful execu- 
tive operates with a public rela- 
tions counselor on one hand and a 
good trial lawyer on the other. 


A recent Trendex had Western 
tv shows in the top five positions. 

Still the outraged critics want to 
know why advertisers love West- 
erns so much. 


Tv dramatic shows frequently 
show newsboys rushing through 
the streets shouting “Extra! Read 
all about it!” although it’s been 
many years since newsboys rushed 
through the streets selling extras. 


“RAB takes swipe at direct mail 
as postal rates go up,” the headline 
says. 

And, interestingly enough, the 
bureau used direct mail to do it. 


The Michigan Tourist Council 
got 1,000 requests for a vacation 
guide offered on an 8 a.m. Sunday 
show, station WJR reports. 

Getting up that early on Sunday 
morning almost calls for a vaca- 
tion. 


Jim Woolf, AA columnist, has 
returned to New Mexico to live, 
and so he will continue to qualify 
in this department as the sage of 
Santa Fe. 


The new Minnesota Sports Hall 
of Fame sponsored by the Minne- 
apolis Star & Tribune has proved 
its worth if only by bringing the 
exploits of Bronko the Great to the 
attention of today’s sports fans. 


Schlitz singing commercials have 
taken on a new dimension with 
name canaries like Margaret Whit- 
ing and Frankie Laine warbling 
them over the air. 


Walter O’Malley has looked for 
the silver lining and found it, as 
the Los Angeles Dodgers, in last 
place almost all season, will lead 
the major leagues in 1958 attend- 
ance, 

Copy Cus. 
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Here’s what HARRY B. PRICE, JR., President of Price’s, Inc., says in a recent letter: 


, aon there are three prime factors, 


in my opinion, which influence the buying deci- 
sions of the American consumer when it comes to 
advertising major appliances, always assuming, 
of course, that it is a quality product and that 
ee the ad itself is professionally and competently 
his oW rendered. 
I refer to the impact, coverage and 

M A penetration of the local market the advertisement 


must have to help sell appliances. Which brings me 
to your fine magazine. 


THIS WEEK really sparks appliance sales 


We retailers know from experience that America's 
appliance manufacturers help us in the movement 
of their merchandise when their advertising is in 
the pages of THIS WEEK. 

Your magazine presents the brand image and 
quality-service story week after week with impact, 
coverage and penetration in the local market. 

THIS WEEK does a terrific job of influencing 

the buying decision of American consumers. 


HARRY B. PRICE, JR. 


President, Price's, Inc., Norfolk, Va. 


Chairman of the Executive Committee, 
National Appliance and Radio-TV Dealers Association. 
Founder, Management School of the American University 
in cooperation with N.A.R.D.A. 

Brand Name Foundation Retailer-of-the year 
Award Winner. 


Your advertising is read by more people in THIS WEEK MAGAZINE than in any other publication 


12,000,000 families read THIS WEEK every week. Your advertising in THIS WEEK gets heavy newspaper 
coverage combined with high magazine readership . . . at a very low cost per thousand. THIS WEEK is 
today’s most powerful selling force in print. 


The most widely read national magazine in America sharing the power and prestige of these great newspapers: 


The Baltimore Sunday Sun * The Birmingham News « Boston Sunday Herald « Buffalo Evening News* * The Charlotte Observer * Chicago Daily News * The Cincinnati Enquirer * Cleveland Plain Dealer + The Dallas Morning News * The Denver Post 
Des Moines Sunday Register * The Detroit News * The Houston Post + The Indianapolis Star * The Jacksonville Florida Times-Union * Los Angeles Times * The Memphis Commercial Appeal « The Miami News * The Milwaukee Journal « Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States * New York Herald Tribune * Norfolk Virginian-Pilot and Portsmouth Star * The Philadelphia Sunday Bulletin * The Phoenix Arizona Republic « The Pittsburgh Press « Portland Oregon Sunday Journal « Providence Sunday Journal 
Richmond Times-Dispatch * Rochester Democrat and Chronicle * St. Louis Globe-Democrat * The Salt Lake Tribune * San Antonio Express and Sunday News « San Francisco Chronicle * The Spokane Spokesman-Review * The Syracuse Post-Standard 
The Washington Sunday Star * The Wichita Sunday Eagle *Effective October, 1958 
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Mars Sets Fall Campaign | 

The most extensive ad program | 
in the history of Mars Inc., Chi-| 
cago confectioner, will start in Oc- 
tober. Plans call for continued tv 
sponsorship of “Circus Boy” and 
“The Mickey Mouse Club,” plus 
| the additional sponsorship of “Ruff 
and Reddy” and “Walt Disney Pre- 
sents Adventure Time.” A national 
magazine schedule for Marsettes 
will begin in the October issue of 
Reader’s Digest. Ads also will ap- 
pear in Life and Look. Knox 
Reeves Advertising, Minneapolis, 
is the agency. 


— food sales saline (up 11% since Jan. 
to ever-higher expenditures for advertisi 
point-of-sale. Isn't it sound strategy 


FRUIT OF THE LOOM STRETCH SOCKS 


e your own promotion on this 


NEMA Appoints Shockey 


National Electrical Manufactur- 
ers Assn., New York, has appoint- 
ed Ralf Shockey & Associates, New 
York, to handle its major appli- 
ance sections, succeeding Ralph H. 
Jones Co. which resigns the ac- 
count at the end of 1958 after serv- 
icing it for 21 years. Shockey also 
handles the electric housewares 


‘and dishwasher sections of NEMA. 


Come and get it...MONEY! 


165 billion dollars —that’s the staggering sum of all 
checks, yours included, cashed in the U.S. during one 
average month. And banks advance most of this money. 
Fact is, checks are only scraps of paper until deliv- 
ered to the banks on which they are drawn, often 
hundreds of miles distant. Then the checks are paid or 
returned as unpaid. That’s why banks, including Fed- 
eral Reserve Banks, depend on the speed of Air Express 
to reduce collection time and help keep money working. 


Air Express ...symbolized by the big “X”...can multi- 
ply the speed of your deliveries, too, from bank notes 
to steel bolts. For Air Express gives you the only com- 
plete door-to-door air shipping service between thou- 
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NATURAL—Non-professional models 
are used in a new campaign for 
Fruit of the Loom socks by Chester 
H. Roth Co. Ads are scheduled for 
Good Housekeeping, Ladies’ Home 
Journal, Life and Parents’ Maga- 
zine this fall. Daniel & Charles, 
New York, is the agency. 


U. S. Appeals Court 
Returns Boston TV 
Permit Case to FCC 


WASHINGTON, Aug. 5—The U. S. 


|court of appeals bounced another 


decision back to the Federal Com- 
munications Commission last week, 
questioning whether some FCC 
members should not have disqual- 
ified themselves in a Boston tele- 
vision case. 

Circuit Judge John A. Daneher 
wrote the unanimous opinion of 
the three-judge body. He followed 
the pattern established in the re- 
cent decision involving Channel 10 
in Miami, which led to the resigna- 
tion of Commissioner Richard A. 
Mack. 

At stake is FCC’s grant of a li- 
cense to WHDH on Boston’s Chan- 
nel 5. A losing applicant, Greater 
Boston Television Corp., brought 
the appeal. Judge Daneher rejected 
the loser’s arguments but sent the 
case back to FCC on other grounds. 

The opinion noted that former 
FCC Chairman George McCon- 
naughey had testified before a 
House committee that some inter- 
ested parties had spoken to him 
about the Boston case, including 
Robert B. Choate, publisher of the 
Boston Herald-Traveler. 


s The court directed FCC to de- 
cide whether any of its members 
should have been disqualified, 
whether illegal influence was ex- 
erted, whether any party knew of 
any misconduct, and whether any 
applicant should have been ruled 
out. 

The Boston award was a 4-2 de- 
cision, with Commissioner T. A. 
Craven not voting. In the majority 
were former Chairman McCon- 
naughey, Mr. Mack, present Chair- 
man John C. Doerfer, and Robert 
E. Lee. Dissenters were Rosel H. 
Hyde and Robert T. Bartley. + 


sands of U. 8. cities and towns. Plus 10,212 scheduled 
flights every day. Result? Air Express combines extra 
speed on land and in the air! Yet it often costs dollars 
less than any other complete air shipping method. 


L_>— 
LAUR LZ RELISS 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


CALL AIR EXPRESS BD .... division of RAILWAY EXPRESS AGENCY 


NARDA Annual Survey Shows 
1.4% Sales Increase in ‘57 

National Appliance & Radio-TV 
Dealers Assn. members showed a 
1957 sales increase of 1.4% over 
1956, in contrast to a sales decline 
of 2.8% for all U.S. appliance- 
radio-tv dealers, according to the 
12th annual NARDA “Costs-of- 
Doing-Business Survey” covering 
the operations of the association’s 
dealers. 

Total operating costs reached a 
new peak of 32.3% on net sales. 
Total dollar profits rose 5.7% over 
1956; however, 21% of the dealers 
reporting showed net losses for 
1957. Single copies of the survey 
are available for $1 at NARDA, 
1141 Merchandise Mart, Chicago. 
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AS COMPETITION GETS TOUGH, REMEMBER 
- YOU GET MORE FOR YOUR MONEY 


THE COMIC WEEKLY 


. . » Nowhere but in PUCK can you buy 11,000,000* . . . Especially in today’s economy, judged by any 
top-quality circulation for your 4-color advertising for sound media standard, PUCK gives you more for your 
so few advertising dollars. money. Ask your nearest PUCK representative for de- 


Ss ee . 
... Your 4-color advertising in PUCK hits your pros- apie eke 0c 
pects with an “‘impression-wallop” in 22 rich, key mar- Get This New Authority FREE 
kets that provides you with exceptional merchandising 
possibilities. To know how to get the biggest return from your 
advertising dollar, send today for this FREE new 
study of the consumer life cycle applied to the 


... In no other print medium can i 
p you get such intense measurement of advertising reader values: ‘‘A Fourth 


readership of the page on which your advertising ap- Dimension in Print Media Evaluation.” Address 
pears as PUCK assures you with its celebrated whole- Department P, Puck, the Comic Weekly, 63. Vesey 
some comics. *A. B.C.—3/31/57 Street, New York 7, N. Y. 


PUCK BLANKETS AMERICA WITH MORE THAN 24,000,000 READERS OF THESE 26 GREAT SUNDAY NEWSPAPERS: 


ALBANY TIMES-UNION LOS ANGELES SAN ANTONIO LIGHT : 
BALTIMORE AMERICAN ae SAN FRANCISCO 
BIRMINGHAM NEWS MILWAUKEE SENTINEL EXAMINER 
BOSTON ADVERTISER NEWARK STAR LEDGER SEATTLE POST- 
(| @ CHICAGO AMERICAN NEW YORK JOURNAL- (> INTELLIGENCER eae ~ 

x CHICAGO DAILY NEWS AMERICAN ST. LOUIS y, ", (K D 
oo Tg ee Bayne WANS 
wee soe BULLETIN AS AMERICAN 


FORT WORTH N 
STAR-TELEGRAM PITTSBURGH WASHINGTON, D.C. 
HOUSTON POST SUN-TELEGRAPH POST-TIMES HERALD THE COMIC WEEKLY 
ew York 7, N.Y. 


LONG ISLAND PRESS PORTLAND OREGONIAN WICHITA BEACON 63 Vesey St., 
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Advertising Age, August 11, 195° 


IRE always remembers the man. Although he is not 


yet 30, Arthur Karp has made an important contribution to 
radio with his published paper, ‘‘Backward-Wave Oscillator 
Experiments at 100 and 200 Kilomegacycles.'’ For this he has 
been given the Browder J. Thompson Memorial Prize Award. 
This young science remembers its young men and records their 
progress in the publications of 


The Institute of Radio Engineers. 


und services also 
B® become part of the record of radio-electronics. It will help tie man remember 
| you if he sees your sales message in his own professional journal. Remember, 


On the advertising pages of Proceedings your products 


if you want to sell the radio industry, you've got to tell the radio engineer! 


Proceedings of the IRE 


THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept., New York 36, N. Y. 
Chicago * San Francisco + los Angeles 


72 West 45 Street, 
Cleveland + 
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Pictured above are the 
recently completed D-X 
Sunray, Warren, Ke- 
wanee and Shell Petre 
leum buildings. 


TU LSA OIL CAPITAL OF THE WORLD 
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nd! President Freeman Says Firm 
Needs Space for Expansion 
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Oil Capital of the world, and center of 
the Fabulous Magic Empire . . . That's 
Tulsa today . . . and now with a popu- 
lation of more than * 337,000, Tulsa is 
recognized as one of the leading 
MAJOR markets in the southwest. Oil 
companies expanding . . . new build- 
ings completed . . . more people em- 
ployed than ever before . . . people who 
are paid well, and people who regularly 
read the Oil Capital newspapers, The 
Tulsa World and The Tulsa Tribune. 
Call a Branham Man today, get the 
facts . . . and be sure to include Tulsa 
on your next advertising schedule. 


*1958 Sales Management Survey of Buying 
power for Tulsa County 


ML Ch Re Sa ALE WS PAPERS cen). 


TULSA WORLD ¢ TULSA TRIBUNE 


MORNING @ EVENING @ SUNDAY = =~ 


REPRESENTED NATIONALLY BY © THE BRANHAM CO. 


Getting Personal 


C. D. Jackson, Time-Life executive, is back in government service 
(State Department) working on letters from here to Khrushchev 
relating to the proposed summit talks. Mr. Jackson went to Wash- 
ington in 1953; took charge of the administration’s psychological 
warfare operations, and returned to private life in 1954... 

Robert Jay Misch, vp of Al Paul Lefton Co. and food columnist for 
Playbill, and Mrs. Misch celebrated their 20th wedding anniversary 
by returning to London, “the scene of the crime.” They were able to 
round up three of the five witnesses who were present at the nup- 
tials 20 years ago, and by happy coincidence the Wine & Food So- 
ciety (Mr. Misch is head of the New York branch) gave one of their 
gala dinners in the Houses of Parliament on the anniversary eve. 
Accompanying the Mischs on the five-week expedition were their 
two daughters, 16-year-old Mary, who remained in Spain for the 
summer to study the language, and 14-year-old Kathy... 


FASHION TOUR—John H. Johnson (right), president of Johnson Pub- 

lications, and Mrs. Johnson talk with Fred Avendorph of Welcome 

Tours and Al Capp, creator of Lil Abner, before leaving Chicago 

for Europe, where they will visit Rome, Florence, Paris and the 

Brussells World’s Fair. Mr. and Mrs. Johnson will visit fashion 

showings to purchase creations for the Ebony Fashion Fair, a pack- 
age fashion show scheduled to tour 30 U.S. cities this fall. 


An autumn wedding is planned by Francine Ehrlich and Larry I. 
Bard, head of his own agency in Jamaica, N. Y... 


George Cranston, manager of WBAP AM-FM-TYV, Fort Worth, 
who was hospitalized for a couple of weeks, is at home—making a 
rapid recovery from a siege of illness... 


Frank G. Harrington Jr., pr and ad manager of the Insurance 
Co. of North America, has been appointed chairman of the pr ad- 
visory group for Philadelphia’s Fire Prevention committee for the 
second consecutive year. His group, professionals in news, public 
relations and promotion fields, work with the committee in formu- 
lating Fire Department displays, exhibits and activities... 

Richard P. Essey, manager of office operations at Benton & 
Bowles, will conduct a 14-week graduate course on advertising re- 
search at New York City College’s Baruch School of Business & 
Public Administration beginning Sept. 23, the first time this course 
has been offered there... 

The 9215th Air Reserve Squadron has a new commander: Col. 
Thor M. Smith, vp in charge of publisher services for The American 
Weekly. The squadron is composed of Air Force Reservists from the 
advertising, pr and mass communications fields... 

For the second year, Joe Gans, radio-tv vp at Maxwell Sackheim 
& Co., and John Philip Sousa II, Time’s director of circulation de- 
velopment, will serve as chairman and vice-chairman respectively 
of the radio-tv committee of Recording for the Blind Inc... 

Stork visits at ABC: Peter Rodgers Melnick was born July 25. 
Father is Daniel Melnick, director of program development for 
ABC-TV. Mother Linda is daughter of composer Richard Rodgers... . 
New member of the family of Charles Manno, eastern program di- 
rector for ABC-Radio, is Claudia Ann, born July 25... 

Wedding bells rang out July 19 for Amber Jane Harrington, 
daughter of Bill Clark, manager of music clearance for CBS, and 
Kenneth David Harris, art director of Anderson & Cairns, New 
York... Lois Stevens, assistant ad manager of the plastics division 
of Celanese Corp. of America, was married July 28 to David Klein... 

Starting in September Raymond F. Hamel, promotion manager of 
Metalworking, Boston, will teach a course in basic advertising at 
Northeastern University ... 

Bruce Hardy of McCann-Erickson, Cleveland, was married on 
Aug. 1 to Muriel Hall, formerly in charge of public relations, Bald- 
win-Wallace College, in the college chapel, Berea, O... 

Harold McKinley, vp of Hubbell Advertising Agency, Cleveland, 
has a personal interest in the Iraqi revolt. His brother Charles, a 
teacher at Baghdad College, was scheduled to leave the capital city 
July 16 for home, but the usual cable announcing flight plans was 
not received. The brother is also director of the Fulbright Commis- 
sion in Baghdad and has taught there for four years, one of his ap- 
pointments coming from the slain King Faisal... 

Robert Littlehale, art director of Mumm, Mullay & Nichols, Co- 
lumbus, O., is on a four-week trip to Scotland, England, Denmark 
and Belgium, studying design trends on behalf of clients in the home 
furnishings field... 
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Jell-O Chiffon Pie newest dessert wonder 
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Mi YELLO 


Chiffon Bo 


Make it in mere minutes No cooking! 


No mistakes with Jell 0 Chiffon Pie Filling! 
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Make glamorous Chiffon Pie in mere minutes 
r2. 
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Most delicious dessert ever 
Jell-O Chiffon Pie Filling 


MICOREMACK ANNOUNCES 


LINERS TO SOUTH AMERICA 


TWO SUPERB LUXURY . Prony ego 


ss Brasil Maiden Voyage Sept. 12, 1958: 
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MOORE-McCORMACK 


WVIOOREMACK ANNOUNCES 
TWO SUPERB LUXURY LINERS TO SOU aap 
«s Brasil Maiden Voyage Sept. 12, 1958-ss Argentina Maiden Voyag . 12, 
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FULL 
OLOR 


—“Hi-Fidelity” Color for your 
Daily Newspaper Advertising 


You know it’s possible—you've seen it done! You've 
felt the impact of the brilliant, full-page, full-color 
advertisements on coated paper for 
. - - Jell-O Chiffon Pie 
Moore-McCormack Lines . . . 


created by our client, Young & Rubicam, Inc. These 
advertisements appeared in daily editions of Los An- 
geles Examiner, Detroit News, New York World 
Telegram and Sun, Philadelphia Inquirer, and were 
produced by our process. 


This color process is now available in I- and 
2-page units to other advertisers and their agencies, 
and brings to them for the first time these important 
advantages: 


FULL COLOR when you want it—on week days 


when the stores are open. 


FULL COLOR where you want it—you contract for 
space only in the papers and the markets you want. 


FULL COLOR of magazine quality—to put your 
co-op dollar to work to make your campaign pay off 
where the sales are made—in the local markets! 


HERE’S HOW YOU DOIT: 
1. Contract with your newspaper 


’ 

for the space. DESIGNER S 
2. Then we do the rest. Your CLINIC 
Production Department turns : ; 
over art work and copy.OnO.K. Special design tech- 

; elated niques are available 
of proofs, we supply pre-print for making the most 
rolls to the newspapers you have of this “‘fluid” adver- 
selected. tising medium. Have 


your creative people 
The cost?—less than the postage get in touch with us! 
for a mail campaign—less than 
you'd think! 


Available Through 


LEIGHTON ASSOCIATES, INC. 


Division of 


EASTERN COLORTYPE CORP. 


9 Brighton Road, Clifton, N. J. 


Telephone: OXford 7-9700 in New York City 
PRescott 7-3400 in New Jersey 
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Advertising Age, August 11, 1958 
65% of Agencies 
Unhurt by Slump, 
Four A's Finds 


NEw York, Aug. 5—Most ad- 
vertising agencies are not being 
hurt by the recession, according 
to a survey made by the Amer- 
ican Assn. of Advertising Agen- 
cies. The Four A’s findings were 
pretty much the same as those 
uncovered last month by ADVER- 
TISING AGE, which found 60% 
‘of the top-billing consumer and 
industrial agencies did as well 
or better in the first half of 1958 
than they did a year earlier 
(AA, July 21). 

The Four A’s, which got 188 
replies to a questionnaire cover- 
ing billings in the first half of 
the year, said 96 agencies were 
ahead of the same period last 
year by anywhere from 0.5% to 
131%; 27 agencies reported 
things “the same”; 64 agencies 
were down from 1% to 60%. 
One agency did not answer the 
question. 

As for the second half of 1958, 


to go up 1% to 125%; 51 agen- 
cies expect billings to be the 
same, and 50 think they’ll de- 
crease anywhere from 1% to 
30%. The western region was 
most optimistic, agencies there 
predicting billings gains by a 
3-to-1 ratio. 


s The Four A’s said agencies of 
all sizes followed the same gen- 
eral pattern 
‘months, while predictions about 
the second half were alike for 
all but two size groups—the $5,- 
fF 000,000 to $20,000,000 bracket 


m $40,000,000 category. Agencies 
¢ ; in these brackets expect a 
a! standoff of ups and downs. 

All geographical regions, it| 
8 was said, showed more ups and | 
downs for both the first and 
second halves of 1958—except 


troit, Cleveland, Cincinnati, 
Dayton, Pittsburgh and other | 
_— and Ohio cities). # 


The American Zinc Institute, 
New York, has published the 
first issue of its new quarterly 
.newsletter titled “The Zinc 
Spotlight.” The four-page pub- 

i lication is intended to keep 
readers abreast of new product 
research, design developments, 
production improvements and 
market trends. Copies are avail- 
able without charge from the 
institute, 60 E. 42nd St., New 
York. 


AAR Elects John H. Wright 
John Handly Wright has been 
elected vp in charge of the 


a 
roads, Washington. Mr. Wright 


is retiring after 37 years with 
the railroad industry. Mr. 
Wright is the former midwest- 
ern partner of Selvage & Lee 
}> and exec vp of the company’s 
} Chicago operations. 


Hatt Opens Chicago Studio 

Haft & Sons, Brooklyn, N.Y., 
specialist in animation and 
lighting of point of purchase 
displays, has opened a midwest- 


Chicago. Donald Gordon, for- 
merly in the New York studio, 
has been appointed manager of 
the Chicago branch. 


McGraw-Hill's Net Dips 
McGraw-Hill Publishing Co., 


the first half of 1958 of $2,489,- 
> 934. This compares with $3,226,- 
‘499 in the like period of ’57. 


eae 7a 


‘59 Rate Increases Set for 
‘Parents,’ ‘Good Housekeeping’ 

Good Housekeeping will boost 
ad rates effective February, 1959, 
when average paid circulation will 
be increased to 4,100,000. New | 
b&w page rate will be $15,250, up 
from the current $14,400. Parents’ 
Magazine has also announced an 
increase in its circulation guaran- 
tee and advertising rates, effec- 
tive February, 1959. Based on a 
1,800,000 circulation, new b&w 
page rate will be $8,385. Current 
rate is $7,990, based on circula- 
tion of 1,747,717. 


Cannon to Northam Warren 
Gerry Cannon, formerly with 
Lehn & Fink Products Corp., has 
joined Northam Warren Corp., 
manufacturer of Cutex, Odorono 
and Peggy Sage cosmetics, as as- 
sistant general manager. He was 
with Lehn & Fink for 22 years, 
holding executive positions in all 
phases of administrative opera- 


tions and marketing. 


one - six - two 


Strongheart selected the testingest market in the country to get the answers... 
Portland, Maine! First in U. S. cities of 150,000 pop. Sixth in U. S. cities regardless 
of population and second in New England regardless of size.* Strongheart Dog 
Food is just one of many who found vaenere Maine the best test city. Marketing 
and distribution facilities are ideal . . . testing is accurate. *Source Sales Management 


94°%/, coverage ABC retail trade zone 
represented by the Julius Mathews Special Agency, Inc. 


PORTLAND, MAINE 
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100%, coverage of city zone 


84 agencies expect their billings | 


in the first six | 


= “and those in the $20,000,000 to} 


Dro! East Central region (De-| 


Zinc Institute Issues ouiiaad 


public relations department of | 
the Assn. of American Rail- 


succeeds Robert S. Henry, who} 


ern studio at 48 E. Chicago Ave., | 


New York, reports consolidated | 
net income after all charges for | 


| 
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Tribulations of Ad 
World in ‘30s, ‘40s 
Told in Pease Book 


New Haven, Aug. 5—Whenever 
the post-World War II generation 
of admen gets exercised about to- 
day’s attacks on advertising, there 
are usually a few old timers around 
who find it difficult to get very 
worked up over it: They recall the 
real attacks advertising was under 
back in the 20s and '30s. 

An engrossing running account 
of those battles has now been pub- 
lished in “The Responsibilities of 
American Advertising” (Yale Uni- 
versity Press, $5) as part of the 
Yale Publications in American 
Studies series. The author is Otis 
Pease, assistant professor of his- 
tory at Stanford University. 


® The book is an analysis of atti- 
tudes within the advertising indus- 
try toward its responsibilities to 
the public, and its attitudes toward 
the public as consumers. The peri- 
od covered, 1920 to 1940, was what 
Prof. Pease calls the crucial form- 
ative period in the life of the ad- 
vertising industry with regard to 
its view of its own responsibilities. 
During those 20 years, the author 
Says, the advertising industry, 
through spokesmen for its various 
segments, persistently argued that 
its function in society was limited 
to promoting consumption of prod- 
ucts, thereby stimulating the econ- 
omy, with consequent benefits to 
the entire public. It argued that 
internal policing by the industry 
itself was an adequate guard 
against fraudulent advertising. 
The opposing argument—offered 
during this period by various in- 
dividuals, groups and associations 
and consumer organizations—was 
that national advertising was at- 
tempting to create a consumption- 
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oriented public; that this attempted | generally prev.. 
conversion was a major step in-| Prof. Pease, sc 


volving the public’s welfare, and | society is conc: 


that therefore the industry should, 


at least to some extent, be held re- 
sponsible to the public. 

At various times it also was ar- 
gued that government regulatory 
agencies were necessary to guard 
against fraudulent and misleading 
advertising. 

By 1940 it was clear that the ad- 
vertising industry argument had 
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proved inadequ 
misleading adv 
like the Federa 
had become th: 
licing force. 
By the end 

Pease says, “. 


left almost wh: 
for itself how | 


ied, according to 
ir as its role in 
ed. But, he says, 
nternal policing 
to guard against 
sing, and bodies 
‘ade Commission 
ost effective po- 


the 1930s, Prof. 
The industry was 
ly free to decide 
would use its in- 


fluences, and its practices offered 
only partial and infrequent conces- 
sions to consumer demand... How 
the consumer was to fare at its 
hands would seem to depend less 
on the consumer than on the forces 
within the industry itself. 

“So pervasive and skillful had 
advertising become by the 1940s 
that it seemed doubtful whether it 
could ever be forced to develop a 
concept of public responsibility 
more rigorous than the modest one 
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which had characterized its earlier 
growth.” 
The book is not limited to ab- 


paigns, legal suits and regulatory 
efforts by the American Assn. of 
Advertising Agencies, the Assn. of 
National Advertisers, better busi- 
ness bureaus, federal regulatory 
agencies, consumer organizations 
and other forces. + 
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Carrier Uses Sunday Papers 

Carrier Corp., Syracuse, N.Y., 
has launched a campaign using 
Sunday supplements of local news- 
papers to sell air conditioning in 
the midst of summer weather in 
42 major markets in 23 states. 
Dealers have taken tie-in ads in 
35 of the 45 supplements, Carrier 
reports. 


Commonwealth to Jack Scott 
Commonwealth Products, Kala- 


mazoo, Mich., has appointed R. 
Jack Scott Inc., Chicago, to handle 
the company’s advertising. The 
company manufactures metal 
cleaners and a room deodorizer. 
Plans call for radio, tv and news- 
papers to be used on a market-by- 
market basis. 


Groetzinger Joins Carling 
Edward Groetzinger has been 

named southeastern regional ad- 

vertising manager of Carling 


Brewing Co., Cleveland. Previous- 
ly, Mr. Groetzinger has been divi- 
sional sales manager of R. T. 
French Co., Rochester, N.Y., and 
merchandising manager of Gene- 
see Brewing Co., Rochester. 


Crowell-Collier Gains 
Crowell-Collier Publishing Co., 
New York, has reported a net in- 
come of $1,869,790 for the first 
half of 1958 as compared with a 
net of $1,831,171 for the same pe- 


riod last year. The incomes include 
non-recurring items of $62,941 this 
year and $143,973 last year. 


Virginia Packing Names Hall | 

Old Virginia Packing Co., Front | 
Royal, Va., packer of preserves, | 
jams, jellies, juices, apple butter | 
and apple sauce, has appointed 
Hall & Co., Richmond, Va., to han- 
dle its advertising. A campaign in 
newspapers, radio, tv, radio and 
trade papers is planned. 


*Average cost per 1,000 homes 
per commercial minute 


*Average cost per 1,000 viewers 
per commercial minute 


*Based on 30 typical markets presented on the left. 
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Championship Bowling now 
available for Fall release... 
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_START NOW! CUT FUEL BILLS:-40) WITH 
-EASY-T0-POUR ZONOLITE INSULATION 


Now you cen pay for your insulation 
“gh ayant epee 


COMING—Zonolite Co. will center 
its fall campaign around an “easy- 
time” theme. This ad appears in 
the October Better Homes & Gar- 
dens. Henri, Hurst & McDonald, 
Chicago, is the agency. 


IT’S NO PUZZLE 


. . When you buy . . KVOS- 
TV Bellingham, Washing- 
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Vancouver AND Victoria, 
British Columbia (with over 
1 Million persons) PLUS... 
Puget Sound Area North 
(1/5 of the Seattle Distri- 
bution Area) 
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EXACTING? : 


When there can be 
no compromise 


with top-quality eee 


SWITCH to the SERVICE of 


CENTURY 


ELECTROTYPE COMPANY 
Electrotypes e Plastic Plates « R.O.P. Mats 
160 East lilinois Street, Chicago 11 « DElaware 7-1541 


Bass Dyer Joins Mail-Well 

Bass Dyer, University of Ore- 
gon alumni director, will become 
manager of the expanded adver- 
tising and sales promotion depart- 
ment of Mail-Well Envelope Co., 
|Portland, Ore., on Sept. 1. The 
company sells envelopes in seven 
western states and Alaska and Ha- 
'waii. 


| Phillips Joins M. M. Fisher 
Arthur D. Phillips, president of 
A. D. Phillips Advertising, Chica- 
go, has joined M. M. Fisher As- 
sociates, Chicago, as an account 
|}executive. With the change, Mr. 
Phillips closes his agency and 
moves all the present Phillips ac- 
je to the Fisher agency. 


| Carter Named Ad Manager 


Utility Trailer Mfg. Co., Los An- | 
| geles, has appointed Bob Carter) 


|} advertising manager. Mr. Carter 
| formerly was with Caples Co. and 
| Julian Besel & Associates, where 
he serviced the company’s ac- 


count. 


etting more 
out of television 


In three a//- important areas, 


J. Walter Thompson Company is finding new ways 
to increase the value of TV as a marketing tool 


1. The message 


In a matter of seconds— sometimes as few as ten—the 
viewer must recognize a special quality in a product 
that is news to him...a quality that will better fill some 
need in his life. What is the news? And how can one 
be sure it is presented most effectively? 


In its unique TV Workshop, the J. Walter Thompson 
Company tests ways of presenting a product under 
actual telecast conditions —before spending time and 
money on a finished commercial. 


The most effective demonstration of the 
special quality of one household product 
was selected for the finished commercial, 
only after 25 such experiments. 


Thus, the TV Workshop offers a new method of extend- 
ing the boundaries of creative imagination, then pro- 
vides the visual evidence needed for the soundest choices. 


2. The program 


What type of program will attract the audience the 
message is designed to reach? Will the background pro- 
vided by such a program be appropriate? 

Should it be a Western? A situation comedy? Variety? 
Drama? Why are some programs in each of these 
categories more efficient than others? Why do some 
fail—others succeed? Do some of them have “survival 
qualities” which will assure them of continuing success? 


Every type of program has “survival qualities,” to 


a CaN 


greater or lesser degree. J. Walter Thompson Company 
is continuing to find new means of appraising and cre- 
ating such “survival qualities” —to help make television 
an increasingly reliable marketing tool. 


3. Time period 
Convincing message. Outstanding program. But... 


they can be fully productive only 
in the right kind of time period. 


Selecting the right kind of time period is an art calling 
for special knowledge as well as special skills in analys- 
ing competition and in predicting the viewing patterns 
of particular shows. 


J. Walter Thompson Company has recently issued a 
confidential study of television which illustrates this 
special knowledge. It covers television from virtually 
every angle. Program types and trends, viewing habits, 
audience characteristics, network rate structures and 
procedures, and rating services are among the basic 
topics covered. 


This study has been called “searching... objective... 
authoritative.” 


If you would like to explore with us the most effec- 
tive use of TV as an integrated part of your marketing 
program, we would be happy to discuss it with you. 


There are J. Walter Thompson Company offices in: 
New York, Chicago, Detroit, San Francisco, Los Angeles, 
Hollywood, Washington, D. C., Miami. 


Advertising Age, August 11, 1958 


Schick Razor Books 
$4,000,000 Passage 
on ‘80 Days’ Balloon 


New York, Aug. 5—Schick 
Safety Razor Co. and Michael 
Todd Co., producer of “Around the 
World in 80 Days,” have combined 
in what is called “the biggest tie- 
in in the history of show business” 
in which “Schick will spend $4,- 
000,000 in the advertising and pro- 
motion of its new Schick safety 
razor in all advertising media.” 

Theme of the advertising will 
be “Around the world shaving with 
the new Schick.” Animated tv 
commercials will feature charac- 
terizations of Phileas Fogg and 
Passepartout from the movie, plus 
other individual characters ap- 
propriate to the locales of the 
commercials. Spot tv will be used 
“in every one of the country’s 
major markets,” starting in Au- 
gust. 


s Four-color pages in Life, Aug. 
18, and Look, Aug. 19, will kick off 
the print campaign. Newspaper ads 
and radio spots will be available 
for dealers’ co-op advertising. 

Schick has exclusive rights to 
the characters and music from 
“Around the World in 80 Days.” 
The balloon used in the picture is 
the symbol of all point of purchase 
material. During the summer a 
“money back” promotion will run 
offering a refund of the $1 pur- 
chase price for forty blades free. 

Compton Advertising is the 
Schick agency. # 


American Municipal Assn. 
Will Study Ad Taxes 

City taxes on newspaper adver- 
tising, and the impact on commu- 
nities imposing such levies, will be 
studied by the staff of the Ameri- 
can Municipal Assn., Washington, 
with recommendations due to be 
presented to the executive commit- 
tee at a meeting in Boston next 
December. A resolution calling for 
the study was offered by Mayor 
George Christopher of San Fran- 
cisco, who said he regards city ad 
taxes as injurious to the economy 
of a community. 


Papers Offer Combination 

Effective Oct. 1, the Columbus 
Dispatch and the Ohio State Jour- 
nal, will offer an optional combi- 
nation rate of 73¢ to national ad- 
vertisers. During August and Sep- 
tember a combination rate of 70¢ 
will be allowed. Consolidation of 
facilities of the two newspapers, 
both published by Dispatch Print- 
ing Co., has made the optional 
combination rate possible. O’Mara 
& Ormsbee will represent the op- 
tional combination and both pa- 
pers individually. 


NIAA Unit Elects Hohmeister 

Frank C. Hohmeister, advertis- 
ing manager of Torrington Mfg. 
Co., Torrington, Conn., has been 
elected president of the Hartford- 
Western New England chapter of 
the National Industrial Adver- 
tisers Assn. Also elected were 
George Isbell, Veeder-Root Inc., 
Ist vp; Charles W. Jones Jr., Faf- 
nir Bearings Co., 2nd vp; Walter 
St. Onge Jr., Torrington Co., 
treasurer, and Bruce Mattoon, 
Wilson, Haight, Welch & Grover, 
secretary. 


Copy Club Elects Maxson 

John W. Maxson Jr. of Curtis 
Circulation Co. has been elected 
president of the Philadelphia 
Copy Club, succeeding Thomas R. 
Birch of Jenkintown Bank & 
Trust Co. New secretary of the 
club is Bruce Woodhouse, William 
Jenkins Advertising. The club, 
formed two years ago, meets at 
the Poor Richard Club to ex- 
change ideas for solving problems 
in creative advertising. 
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z A en ee — . - 
ing newspapers 
in the United States 
"3 — oe Bec 
@ te 
| mers 
A. ¥ A oy 
ey In Chicago and suburbs, 50.2% of all 
*% ¥ # oe aa) Chicago Americans are carrier-delivered 
.—l a m a F aw (by far the largest home-delivery in the 
, 2 . § ; Chicago evening field). This is home 
, penetration you can count on, 
because you can count it. 
=a: : Home-delivery is an important measure of 
4 9 a@f & © a newspaper's vitality, acceptance and 
| on FE : need. When you measure newspapers 
in Chicago, look behind total circulation. 
Readership and response depend on 
feelings, not figures. There can be no more 
-' 


aw positive proof of a newspaper's place 
BE i in the hearts and minds of its readers 
their having it delivered daily, sight unseen. 


Source: Six Month Publishers’ Circulation Statements, 
& March 31, 1958, from newspapers which have carrier-delivery 
ee 3 i circulation audited by the A.B.C. 
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Chicago Owried * Chicago Edited * Chicago Dedicated 


THE CHICAGO AMERICAN 


Nationally Represented by Hearst Advertising Service Int. 
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editorial action 


The bite that almost bit back 


Almost from the project’s beginning in June, 1956, Ad Age editors realized 
they had chewed off quite an editorial mouthful in their new “Marketing 
Profiles of the 100 Largest National Advertisers.” 


But even veteran staffers, accustomed to the trials and tribulations of working 
out AA’s pioneering projects, didn’t foresee just how big an editorial 
bite it was. 


The tentative publication date was early fall. Unsatisfied with the feature’s 
coverage when deadline time came, Editor Sid Bernstein postponed it ’till 
late fall. A few weeks later, he postponed it again. And when the “100 
Leaders Profiles” appeared in the December 24 Ad Age, it was perfectly 
obvious and freely admitted that no other pioneering project in AA’s long 
caso of pioneering projects had ever been so difficult, so time-consuming, 
so costly. 


But neither had any looked so promising when finished. Here for AA readers, 
in one fat-but-not-fancy issue, was a detailed profile of the sales-marketing- 
advertising organization and operations of the 100 largest national adver- 
tisers. Much of the material had never been available in a single source. 
Much more—including authoritative estimates of total advertising and 


promotional expenditures and sales figures for privately owned companies— 
had never been published at all. 


Altogether, the first “Profiles” issue ran more than 35 solid pages of facts 
and figures, and its second edition in 1957 ran more than 50 full Advertising 
Age pages—enough to make a conventional book of about 350 pages. 


reader action 


“*...read with enormous interest...’ 


Within the week, letters like the following began arriving 
at Ad Age: 


“Indeed, AA has presented an exciting new service to readers in 
its presentation of the marketing profiles of 100 ad leaders. My 
congratulations to the man responsible for the idea and to the 
publisher who had the vision to use so many lines to render a 
genuine service.” 

LAWRENCE VALENSTEIN, Chairman, Grey Advertising Agency 


“I have just read with enormous interest several of the profiles 
of the hundred largest national advertisers in Ad Age. The ones 
I read were those of ten of our clients, and I can tell you that 
your figures are the most accurate that anyone has ever compiled. 
You have really done a magnificent job.” 

FAIRFAX M. CONE, President, Foote, Cone & Belding 


“All journalistic achievements are not confined to newspapers! 
Your Dec. 24 issue was something to talk about—and there has 
been plenty of discussion of how thoroughly you covered the 
Crowell-Collier story, as well as your real contribution to usable 
advertising information by publishing ‘profiles’ of the 100 largest 
national advertisers. Thanks for delivering real advertising news 
and meaty editorial content in AA.” 


FORBES McKAY, Owner, Keegan Advertising Agency 


reader reaction 


Everybody follows Ad Age 


You can look in a dozen different directions, and each time 
your eye will light on another piece of evidence of the “‘class- 
by-itself” position Ad Age has earned as the place to get the 
most, the best and the latest about every facet of the adver- 
tising-marketing world. One good clue: total readership 
studies. Several surveys show the remarkable figure of 153,000 
total readership of an average issue—reflecting a pass-along 
factor of 3.78 per copy. Yes—everybody follows Ad Age— 
and here’s just one of many cases which prove AA’s tremendous 
reader reaction: 


Stalcup, Inc., ran a two-color full page ad announcing their 
“One Grand” contest to develop a new slogan—and anticipated 
about 2,500 entries. Mr. John T. McLean of their agency, All- 
mayer, Fox & Reshkin, later reported that “never in our 
wildest dreams did we envision the more than 10,000 entries 
that came from every state of the Union and Canada. It’s 
certainly proof that Advertising Age gets read, and moreover, 
gets action!” 


The mostest... and the bestest 


Ad Age may not have the years to put it into a class with 
Old Maa River just yet, but it certainly keeps on rolling 
along in really covering its field. In fact, it is 409% larger 
im total paid circulation than its mearest contemporary. 
This is blanket coverage where ic counts, It includes the 
advertising agency field vircually en masse, from Board 
Chairman down—plus important men among advertisers 
as well. 


Circulation vitality springs from editorial liveliness. 
Look at the record of circulation progress in the past - 


i Ss sears : 


These figures are from A.B.C. statements for the periods indicated. 
50 51 52 53 
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ad action 


When an advertiser “spreads” himself... 


You can tell a big story in Ad Age’s big pages—and with 
telling effect. Petersen Publishing Company of Los Angeles 
had a story like that to put across. Let Mr. Petersen tell you 
what happened. 
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To do a big important advertising job, it 


makes sense to use the big important medium. 


Then the odds are always with you! aia 


Yeor after year, it’s Ad Age out ahead 


Take ff as you will, by page or limes, the evidence of preference by display 
advertisers is overwhelmingly in favor of Ad Age. Again in 1957, for the 3rd 
straigae year, Ad Age ran more lines than a// the rest of the general advertising- 
marketing magazines put together! Evea with Ad Age's king-sized pages 
measused against the small pages of the other publications, there's a lead of 
732 pages over the nearest book. And the linage lead holds good right through 
the fist of advertising categories— Newspapers, Magazines, Farm Publications, 
Radio- TV, Outdoor, Commercia! Films, Graphic Marerials, Agencies, etc. 


And look at the Classified picture. These ads mast go where the action is, else 
they are wasted. Last year, Ad Age had a whopping 73.30% of aff the Classified 
linage in all five general advertising-marketing magazines! 


No metter how you measure it, Advertising Age offers you more for 
your ad dollar—in total exposure across the board, in exposure to 
impertent buying infivences class by ciass, in records of actual results 
produced, in potential for selling action by your ads, 


ADVERTISING AGE’S SHARE OF TOTAL 1957 AD LINAGE IN 5 GENERAL 
ADVERTISING-MARKETING MAGAZINES — INCREASING YEAR AFTER YEAR 


78.83% 


68.93% 
61.92% 
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POP, PAPER, PKG 
ADVERTISING 


GRAPHIC ARTS, 
AGENCIES 


_ MAGAZINES 


COMMERCIAL 
FILMS & SUPPLIES 


NEWSPAPER & 
SUPPLEMENTS 
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Super Markets 


Ad Man's ss 
Independent ad men with vision and q 


aggressive small agencies can aid in- 
dependent super markets and small 
chains economically and profitably 
with HOUSE of IDEAS exclusive, super 
market merchandised advertising pro- 
grams. For information, write, wire, 
or call HOUSE of IDEAS, 1132 W. 
Peachtree St., N. W., Atlanta 9, Georgia. 
(TRinity 6-6719) 


ae 


The ad can be small— 
but the action is big 


There are reasons and occasions for smali ads. Many 
cluster in and around ovr “Advertising Market Place” 
classified section each week. Results? Here's a cogent 
answer, from the Damon }. Swann Advertising Agency 
of Atlanta: “.. . the smallest ad we have ever rum for a 
client, yet it obtained more inquiries in a few days than 
any other ad of similar nature we have placed.” » 


Ad Age readers read all of Ad Age, Maximum 
exposure gives you a heed start tewords maximum 
advertising action! 


- igs 


LR Sag on RTE ty aL eee Eee) aes 18: a, Bie) = ves ve ay ee a ee 
a” ee arg ee Oe Rea pe ag Se ND, agate aaa ly oe ‘ge a Se ise ne eh : ae ae. ie ee Ayala ey 
ee ; * : ‘~ ‘ss a eye eee a Se a ccalied we ER Ne aN ak Oe arena ec} Bie oi. iat " n, eg = eae ieee . a , 
apa j ra fen 4 
Pe = oe oot 
;- Y a 
“ : , , f Oe 
— | ser reaction = 
a . rors 
ine cane Beane 
i ge! ethene 
: ee 
y aians. 
hae eae Set 
it AOR ee a 
ae ; OS Bee ee 
BS i 
en ; . 
ary - " 
oe 2 
a # v 
A a att> . i a 
‘ Ce s Eg y Fe a 
c 7 os pet ve a 
a PETER 4 Sara ioe a 
sale Fac weurwor* . ery? 
» es 2 7 
ae 1958 eee cg 
Sa May 25 - eo beri 
i, Se See 7 
i BS tere, 
ae e bos 
‘eimai : : 
iy: ¥ 
rs: > re 
ae | it i 
;. = jah, eae. 
we ra i ii oaeres..*. 
2 ne years | pe ie a 
(aim the first of be nages + AD. ae sae 
Ie Sl A ee Nn 
7 0 ae eg 
Sas j 4 ate ar 5 : a d ae 
seg, fee Vee cgi f Cs 
eet were : 
ea thers rSe : 
ee ands re phese advertise 
ary ur * ‘ 
Epa fo tren ‘ « 
ae This, mu j } : 
ee at and 5° ho "i i 
3 =" a i 
Bae : rae 7 
b-% : mz bie 
ine fi a pies 
sar ‘ se ah gs 
as 5 73.30% ; ee 
2 ee 
ee 66.51% Sore 
a . 61.05% ore 
: Dre a. ple 
| ete a i ih 
1 laa ie ee ee 
2 : - 0 Wee, ee 
= a7 - 8% esd eee i 
ie | pig dae 
5 3 q | ¢ Pe Se 8 
a * | z | = See aa 
a : | | | : Re eee 
is a“ t ie ial Se ata 
e 4 - Oo | | Eo ings een f 
a aig gt eens 
be - ine ee =. 
Ss oz 4 Se ts Ae 
ES a | | | | { | Brita ae, Reser sale 
: - -") : i ai eee se 
i : mel > — eee eer eC E vant 7 Ce TORN eae 
i: J Le 2 L ed Cie Od ~ is 5 aaa ae ee dag rane Stik bs phe a eee 
= ‘ 26 ae 35 rey a 
“= for TR ERE Saat 
Sees “3 ssi sii ea 
Ba 1 Seen 
aN ; ’ d } r 
es oe 8 
vi “, a 
ste eas a 
nt ae cay 
satan ena cae 
B: f pages s 
Sie 1 ess Rea 
a ot BBO | 
en Ur Dp ag 
ia peace 
inde, ij ae i a eo 
|) ae oui ese ee eo Bi. e : eae 
4 5 kt e we BS as a rie EB nA wae 
ae iii, ‘ inmates Sieh 
een bs CRIS a a 
ae : f Ces ‘SR wae et 3 
- Pa. eas: ° Spat 
Saas Be cc Lp Pi Ls 
ae = Bs Wath cs C ee 
ei». eR er ig ee et a ay Sota ar Al el 
ae ; = ater Rai St ‘ eee 
ee i's : 
pick : % : : 
igen 3 : 
ae 5 Wert ASS 
eae ‘ ef per ee 
i * 5 we: 
Be ai* RE ln ee Sa Ras Be he ae SIn im 
7 . asa. The ea mea Tea Mie I A ABC. Ty P ne | 
in 1% ‘ a ~ 
fe e 2 ' Aideg mes ce te I a ens 
——- : i ‘ *. pos pee 
—: Adds 4 Hour, ” Big Yan 2 ff ie 
* ) of Pied - rer oe ty 
: fiom nae fie Programing, ; P a sme WM) Ye 
} . Se i nn oe ok art ems = Ont } ata fe 
: Pear SE tm err te ws Cc, Stirs } oy > 
f SS eal =. Viva / fee Ma . I my 
= Se oh hae, See eS z, 
; BES SSE SERS ~~  Ade, Hits oar Ya : 
an’ . PP ae Se PTS Soe : org , pike 
Moore tutes. x Se, Mele’ 
Reig, 5 EE ow iinwtere tn, “Oleg 
OAI Tee ene Se ee er ee 
; ‘ SPS SOE a, OE AI SSS TSS SSS f 
of ‘ i te ay ASS Sh SSS SSF | t 
* Ce ee eS ca yee ee 5 ee Phe fe ¥ 
i Ry te Sy Se ee tees St TT we ale See ST " . 
ee Lot SP ee ON el ae TR mate 1 ty kd a - 
=e wn oe ge Ps a SSS SS Se SS : 
f Sar oa oe eae Wom Posse; "SSeS - 
= eet % Ix Relies ty Muley eee Se ee Orn. — 
wy” Moa, wing Lone — 25 ta 
j oper, Aw etteg ee 
a = Mred » IS Sst S 
i sa / ema eitee Sans ate : 
; Sing [Senne es ee aS 
. i Se a pte 
a ee OF ee 7 
; ; 2 ee 
" ; ore. ¥ 
i eet 
a i ae 
: 1 z Fei Saas CY as Bee ire ae Nice ana kp i i. : 2 
ee ee oe | i oe ea a 
3 BB s . 
re - - . Paes ; = si i . . ia : : ; i 
; cas MN 7) 6 Sisters. 6 Me Sy eee | © pth ae IA) yy Ae Ss, i : ‘ 
sas ors 5 feo or ree ae Cee ; 
ee ES pire perrii re a Beate eh + of 
_— 5 alge ect ap pee rene Sets ses ere ee eas er ees aie Heese : F 
a Fe tain Te aa, Baa Ton: Miata) arias Pirie TF ie ayes foment rah aR sgst ett BA tet a en 


L-> This is the formula 
that keeps Hutchings & Melville engravings 
Selling at the Point of Impression 


Hutchings & Melville, Inc. 


custom photoengraving 


4043 N. Ravenswood Avenue, Chicago 13, Illinois EAstgate 7-9220 


I> All color engravings for wet printing are proofed exclusively on 4-color proof presses 


Arkansas Market 
Data Published in 
| New Encyclopedia 


LitTLe Rock, ArK., Aug. 5—A 

|neat, compact four-volume Ar- 
kansas Encyclopedia, depicting the 
| state’s industrial development and 
| potential and defining the state as 
|a market, is being published by the | 
|Arkansas Industrial Development 
| Commission. 

| The first three volumes, now re- 
| leased, include a 100-page “‘Photo- 
|graphic Essay of Arkansas” 
| ($1.75), a 77-page “Economic 
| Atlas” ($15) and a 222-page “Di- 
‘rectory of Arkansas Industries” 
| ($5). 

A fourth volume, soon to be 
published, will be “An Industrial 
| History of Arkansas” ($2.25). 

_@ While the encyclopedia, which 
‘cost the commission some $50,000 
to produce, was developed primari- 


United offers you more guaranteed space availability (Reserved Air Freight) with 
greater frequency to more destinations than any other airline. And when you 
ship United, you have the opportunity to lower marketing costs through better 
inventory balance, broader markets, lower packaging and insurance costs. These 
features, plus radar, are good reasons to ship dependably by United Air Lines. 


FOR EXTRA DEPENDABILITY, SHIP UNITED—THE RADAR LINE 


For service, information, or free Air Freight booklet, call the nearest United Air Lines representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois, 


RADAR ON EVERY UNITED PLANE 
ADDS EXTRA DEPENDABILITY TO YOUR SHIPMENT 


‘*This is airline radar. It’s a big help in making your United ship- 
ments as dependable as they are. Because radar shows us weather up to 
150 miles ahead, it prevents long delays or detours caused by storms cr 
turbulence. Every plane in our fleet has radar. So when you ship United, 


you can be surer of on-time deliveries and smooth trips for fragile items.’’ 


AIR LINES 


Advertising Age, August 11, 1958 
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NEW VIEW—This ad for Mead John- 
son & Co.’s Pablum and BiB prod- 
ucts is scheduled for September 
issues of Good Housekeeping, Par- 
ents’ Magazine, True Story Group, 
Modern Romances and baby care 
magazines. Keyes, Maden & Jones, 
Chicago, is the agency. 


ly for industrial executives con- 
cerned with plant location and is 
free to them, the extensive Ar- 
kansas market data within the 
work is expected to be of interest 
to sales, marketing and advertis- 
ing people, to whom the price is 
$25. 

A novel feature of the four-vol- 
ume work is the assembly of each 
of the volumes—each of a different 
size—within a single corrugated 
cardboard book box. This pack- 
aging, says William R. Ewald Jr., 
chief of development of AIDC, 
should help separate the work from 
the run-of-the-mill industrial data 
and market data endeavors. 

Checks for copies of the encyclo- 
pedia (all four volumes) should be 
sent to the Arkansas Industrial 
Development Foundation, State 
Capitol, Little Rock, Ark. + 


Hallmark Cards Offers 
New Direct Mail Plan 

A direct mail “package” tailored 
especially for smaller stores is be- 
ing offered this Christmas season 
by Hallmark Cards Inc. Under the 


|new program, which is being car- 
| ried out in collaboration with R. L. 


Polk & Co., the store specifies the 
area and the number of prospects 
the campaign is to cover, and 
chooses from among the four mail- 
ing plans available. 

Each plan includes a personal- 
ized letter to the retail customer on 
specially-imprinted store letter- 
head, with the sender’s facsimile 
signature, and one or more illus- 
trated inserts describing the new 
Yuletide greetings. Prices range 
from $87.50 to $100 per 1,000 
names, with the most expensive 
plan consisting of an original and 
a follow-up mailing. 


G. Frank Leaves ‘American’; 
Harry Koch to Replace Him 

George B. Frank, advertising 
promotion manager of the Chicago 
American, will join Gardner & 
Stein, Chicago agency, as a partner, 
effective Aug. 15. Mr. Frank came 
to the American from Goodkind, 
Joice & Morgan (Don Kemper Co.) 
in 1952. 

Harry Koch, manager of Hearst 
Advertising Service’s plans depart- 
ment for the Chicago American, 
will succeed Mr. Frank at the 
newspaper. 


Robinson Joins Knipschild 
William Robinson, formerly gen- 
eral manager of sales promotion 
and sales training of Kling Studios, 
Chicago, has joined Roy Knips- 
child & Co., Chicago sales promo- 
tion specialist, as a partner. The 
new name of the company is 
Knipschild-Robinson Inc. 
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The Baltimore News-Post and Sunday American 


expand in a new, multi-million dollar home... 


Few other great American cities can claim the dynamic population growth and 
economic expansion which is reflected today in Baltimore's record-breaking volume 
of new building construction. 


Now, the largest evening newspaper and the largest Sunday newspaper in Balti- 
more, landmarks of American journalism, will add to their present plant a new five 
story structure, designed to be one of the most up-to-date newspaper buildings in 
the nation. 


Soon, the finest of modern newspaper production equipment, including 30 more high- 
speed press units with full color facilities will print the Baltimore News-Post and 
Sunday American, the newspaper in which George Washington advertised and in 
which The Star Spangled Banner was first published. 


The expansion of these two newspapers in Baltimore continues the Hearst invest- 
ment program for modernization and aggressive journalistic undertakings. Only 
recently, modernized Hearst newspaper operations have been completed in Los 
Angeles, Detroit, Pittsburgh, Albany, San Antonio and San Francisco. In the last 
three years, more than $26 million has been spent on the improvement of Hearst 
newspaper properties. 


As other contemplated expansion plans of The Hearst Newspapers become realities, 
each undertaking will be regarded and measured for its contribution to the service 
and prosperity of the people in the local communities and the nation as a whole. 
These sustained investments express THE HEARST NEWSPAPERS’ confidence in 
the growth of the local communities they serve. They also indicate a strong convic- 
tion and confidence in a continued high leve' of American productivity. 


THE HEARST NEWSPAPERS 
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Gimbel Names Coplin ithe Philadelphia area succeeding | Dreyfus, Gardner Merge Si ciel nla 
Irwin Coplin, formerly adver-| Walter Spiro, who has joined the; y wi Gardner & Associates has| es 


tising production manager, has|Lavenson Bureau of Advertising|peon absorbed by Dreyfus Co., Los 
been named advertising manager | (AA, June 2). Mr. Coplin former-| angeles. Harold Dreyfus will be 

taking additional offices at its 

present location, 511 N. LaCienega 

|Peoria, Ill., has been appointed to 

handle all advertising for Doran 

PAE Ce was built by a British automotive company. 
CBS Film Sales Names Two 


Retail food sales in Montreal are the highest in 
Canada and Montreal leads all major Canadian cities 
in family and per person, food expenditures. 

In 1957, The Montreal Star led ALL Canadian news- 


papers in volume of food and grocery advertising. 
(Media Records) 


of the three Gimbel Bros. stores in| ly was ad production manager. president of the expanded organi- 
——~ |zation. H. M. Gardner, owner of 
MO N R FA a |Blvd., to house Gardner personnel. 
| 
| Doran Names Jackson, Haerr 
|Chemical Co., Rosebud, Mo., maker 
of Cedar Lux paint compounds.| gormemosilE—This bottoms-forward beer bottle vehicle will be used 


the Gardner agency, will become 
, . 
Canada Ss Supermarket | The Jefferson City, Mo., office 
Early plans wili be built around) py Campbell Distributing Co. to promote National Bohemian beer 


jexec vp of Dreyfus Co. Dreyfus is 
of Jackson, Haerr, Peterson & Hall, 
market-to-market tv and newspa- in the Annapolis, Baltimore and Washington area. The 21’ bottle 


Che Montreal Star 


Represented nationally by O’Mara and Ormsbee Inc. 


‘Swift & Co., has been appointed 
lan account executive in the At- 


! Janta office of CBS Television Film 


in the Southwest, has joined CBS 
Television Film Sales as an ac- 
count executive in the Dallas of- 


'Sales. Robert G. Dalchau, previ-| fice. 


From 10:00 to 11:00 pm, Monday thru Sunday, 
ee 


Dick Nesbitt Sports 
10:20-10:30 p.m, 
Monday through Saturday Saturday 


Bob Ryan News 
10:00-10:15 p.m. 


Johnny Morris Weother 
10:15-10:20 p.m. 
Monday through Saturday 


Bill Ingram News 
10:00-10:15 p.m. 
Sunday through Friday 


this KSTP-TV lineup reaches 73% more 


Wy: 


"The Man Who Was There” "Federal Men" “Badge 714" 


“Mr. District Attorney” 


10:1 5-10:30 p.m, 10:30-11:00 p.m, 10:30-11:00 p.m, 10:30-11:00 p.m. 
Sunday Monday Tuesday Wednesday 


homes than the nearest competitor... 


“Highway Patrol” “Waterfront” "Sheriff of Cochise” “Music Bingo” 
10:30-11:00 p.m. 10:30-11:00 p.m. 10:30-11:00 p.m, 10:30-11:00 p.m, 
Thursday Friday Saturday Sunday 


45% of total viewers’ in the 4-station 
Twin City Area of 748,000 TV homes! 
Check availabilities in this period TODAY. 


*ARB METROPOLITAN AREA REPORT, JUNE 1958. 


Jack W. Waldrep, formerly with |ously with ABC Film Syndication TV-Q Ratings Aim 


to Ascertain Shows’ 
Qualitative Standings 


New York, Aug. 7—Television, 
which already has more than 
enough rating services to give all 
but the most hardy performers 
ulcers, is getting a new one, called 
Tv-Q ratings. 

The “Q” is for qualitative, which 
is what Henry Brenner, former di- 
rector of marketing research of 
Standard Brands, promises the rat- 
ings will be. Mr. Brenner’s com- 
pany is called Entertainment Re- 
search Associates, and it is an af- 
filiate of Home Testing Institute, 
of which he is president. 

Reports based on data secured 
through mail questionnaires from 
a national sample of 2,100 members 
of about 750 families, will be of- 
fered each month. 

The sample will be a different 
one each month. 

The individuals questioned are 
asked to rate each tv show as “one 
of my favorites,” “very good,” 
“good,” “fair,” “poor,” or “have 
never seen.” 

With this raw data on hand, En- 
tertainment Research Associates 
uses this formula to compile its 
rating: The number of people who 
said “one of my favorites,” divid- 
ed by the total tv audience minus 
the number who said “have never 
seen.” 


= Mr. Brenner said this provides 
a “qualitative measurement of the 
viewer’s state of mind, as opposed 
to the quantitative measurements 
now generally used.” He said his 
service is supplementary to, not 
competitive with, current ratings. 

The Tv-Qs should, he said, (1) 
help a person predict whether a 
show will be a hit or a flop long 
before option time; (2) help a 
sponsor judge future rating trends 
of shows on the air, including those 
that have switched time periods; 
(3) help subscribers select the best 
time slot for a show, the most pro- 
ductive period for an audience- 
promotion campaign and the time 
to doctor a show to keep it healthy, 
and (4) show program appeal by 
sex, age, income, education and 
other groupings. 

Mr. Brenner, now in the process 
of offering his service to prospec- 
tive clients, can offer his measure- 
ment starting with June, 1958 
viewing, plus information gathered 
from a year of field testing. 


= Measured on a Tv-Q basis, the 
country’s top network telecasts in 
June were “Gunsmoke,” with 55; 
“The Real McCoys,” with 53; Low- 
ell Thomas’ “High Adventure,” 
with 51, and “Cheyenne,” with 49. 
Patrice Munsel ranked lowest, with 
a5i.# 


Sheridan Joins D. R. Pickens 
Philip J. Sheridan has joined the 
Don R. Pickens Co., San Francisco, 
advertising representative, as an 
associate with Don Pickens, owner. 
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designers and 
_ plant operating — 
-management | 


with mechanical ' 


First Issue: January 1959 


In this highly automated age, design engineers are confronted with the ever increasing 
problem of using the proper combinations of components of power drive equipment to 
produce the greatest machine drive efficiency. They are constantly seeking a single source 
for such information. 


We are pleased to announce a specialized magazine for this specialized audience which 
will be devoted exclusively to drives for machinery. The readers of POWER TRANSMIS- 
SION DESIGN will find authoritative technical design and application information on: 


© CHAIN DRIVES ® BEARINGS AND PILLOW BLOCKS © BELT DRIVES 

® PACKAGED TRANSMISSIONS ©¢ GEARING © GEAR-MOTORS 

© FLUID DRIVES © SPEED REDUCERS ® CLUTCHES AND BRAKES 
ze Franchise 
Circulation 
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Along the Media Path 


The Saturday Evening Post's 
newest mailing piece is a “movie,” 
with rapidly flipped pages of se- 
quential pictures giving the illu- 


WDIA, Memphis radio station di- 
rected to a Negro audience. Copies 
are available from Bert Ferguson, 
exec vp and general manager of 


sion of motion. The Post refers to| the station. 


the 3%x4%” pad as “a 1-minute | 
demonstration of how one maga-| 


zine draws readers from page to 
page...” 


e A brochure called “Golden 
Hours” tells about the program- 
ne services and activities of 


Printing BUYERS 


FACTS—about roli-fed offset printing 
© Paper in rolls costs less 
© Prints 4 times as fast 
© Prints 2 sides in one operation 
© Prints and folds on press 
© Two colors at single-color prices 
CATALOGS—CIRCULARS, etc. 


Akron, Ohio 


FRanklin 6-6175 


e Asahi Evening News, Tokyo, 


plans to publish an atomic ener-| 


gy supplement on Aug. 25, ac- 
cording to Universal Publishers 
Representatives, 500 Fifth Ave., 
New York 36. 


| business flying. F 
| promotion brochu:: 


|e Flying will devote its entire 


October issue to the progress of 
a copy of the 
called “Flying 
Is for Business \\n,” write Ruth 
Sant Antonio, Zif{-Vavis Publish- 
ing Co., 1 Park Av«., New York 16. 


e Replicas of a Confederate $5 bill 
are being used in a mailing by 
Textile Industries, Atlanta, to pro- 
mote its southern textile exposition 
issue in October. The “money” will 
be redeemed at par in payment of 
advertising in the issue. 


e KYW-FM, C)-veland, com- 
menced separate ,rogramming op- 


e Following its custom of many | 
years, KLAC, Los Angeles, this| 
year again sent gifts to advertisers, | | 
agency personnel and the press) 
with the message “It’s Christmas 
in July.” The gift was a terry cloth 
beach jacket. 


e A new twice-monthly magazine 
for the western boating industry 
is scheduled to be published start- 
ing in January. Western Marine 
Dealer, published by Marine Di- 
gest Publishing Co., Seattle, will 
have a controlled circulation of 15,- 


T 


- UNIQUE? 


or, just how unique 
can you get? 


Take Farm Store Merchandising. 
It’s the only publication with 
complete, exclusive service to 
more than 30,000 farm store 
owners. So, if Farm Store Mer- 
chandising isn’t absolutely 
unique, what is? 

For information, see BPRD Clas- 
sification 44A or write: 


MERCHANDISING 


THE MILLER PUBLISHING CO. 
Box 67 Minneapolis 40, Minn. 


erations Aug. 1. The station will 
be a “fine arts st.tion,” according 
to Westinghouse Broadcasting Co. 


e A “gilt edge share”—an official- 
‘looking certificate—is being sent 
out by the Daily Oklahoman and 
| Oklahoma City Times. The mailing 
piece says, in part, “Oklahoma 
farmers harvested more than 113,- 
000,000 bushels of wheat .. . This 
crop .. . will boost Oklahoma’s 
agricultural income . . . You can 
share in this harvest of plenty in 
sales.” 


e The bearded gentleman from 
Schweppes, Cmdr. Edward White- 
head, is featured in a small book- 
let being mailed by Food Service, 
Madison, Wis. The booklet is a re- 
print of an interview with Mr. 
Whitehead on “The Fine Art of 
Finding Food,” which appears in 
the magazine’s August issue. 


e Four-color regional advertising 
will be available in Sports Illus- 
trated on 13 dates in 1959, the mag- 
azine reports. For a schedule, write 
Terry Rice, SI, 9 Rockefeller Plaza, 
New York 20. 


e The Dallas Times-Herald pre- 
ceded the public opening of a new 
addition to its plant by publishing 
a 288-page special edition, titled 
“Dateline Dallas.” The edition car- 
ried nine extra sections—each, de- 
voted to one phase of the future, 
circa 1980. The mammoth project 
covered predictions of things to 


come in economic, social and sci- 
entific fields. 275 advertisers were 
represented in the special sections, 
with a total of 205,142 lines. 


e Watson Publications Inc., Chica- 
go, will publish a Modern Railroads 
“Railroad Catalog File,” starting in 
June, 1959. The annual file will be 
an indexed, cross-referenced col- 
lection of railway supply product 
catalogs. Suppliers will furnish the 
catalogs which will be bound in 
the file. 


e The Chicago Daily News will 
publish its annual “National Home 
Week” section on Sept. 12. 


e The Newark News will celebrate 
the 75th anniversary of its found- 
ing with a special anniversary issue 
Sept. 21. 


e A new Radio Advertising Bu- 
reau study, “Radio in Telurbia,” 
has been released. RAB says that 
the study shows that “Families in 
America’s ultimate tv areas are 
buying far more radios than the 
nation at large—68.8% more, and 
these telurban families also are 
listening to more radio this year 
than last.” 


e McCall’s announces a new home 
promotion and merchandising plan 
—McCall’s Congress on Better Liv- 
ing Certification—which allows lo- 
cal builders to submit their own 
housing plans to the magazine for 


endorsement. 


fom gel Brightest Spor i in National Economy__UP 11% 


~ TEXAS and OKLAHOMA 


@ “Having the biggest year ever,” 
says L k, Texas land level- 
ing equipment manufacturer. 


@ “We sold 106 new combines this 
year at $6,000 each,” says a 
Clinton, Okla. implement dealer. 


@ “Sold more tractors for cash this 
year than ever before,’ says Fal- 
furrias, Texas tractor dealer. 


@ “We sold 40 heavy trucks with 
hoists and grain bins just before 
harvest. Sold 25 pickup trucks in 
30 days,” says Frederick, Okla. 
dealer. 


@ “In early spring I ordered 50 
haybalers at one time and sold 
25 before the shipment arrived,” 
says Texarkana, Texas dealer. 


@ “Prospects and optimism all over 
the area are the highest in 15 
ears,” says sales manager for a 
exas and Oklahoma firm, 

® “This will be our biggest year,” 
says truck dealer in Wichita 
Falls, Texas. 


435,730 


PAID SUBSCRIBERS 


Vee wee RN tae 


@ “We've delivered 27 new and 
used combines, twice as many as 
ever before,” says Snyder, Okla. 
farm implement dealer. 


@ “Gasoline and tire business the 
biggest yet,” says Rockdale, Texas 
distributor. 


@ “We sold every combine we 
could find. Tractor sales are 
about twice what they were a 
year ago,” says a Lawton, Okla. 
implement dealer. 


@ “Business is better than it’s been 
for five or six years. We've had 
a 20 percent increase and the 
farmers aren't really buying yet,”’ 
says Guymon, Okla. implement 
dealer. 


Brightest Spot 
in the 
Farm Market... 


LOOKING FOR MORE SALES? Then look to Texas and Oklahoma—the 


bightest spot in the national economy! Yes, 
income was up 41% for the first 5 months of "58 . 


in Texas and Oklahoma, farm 
long before the all-time 


record wheat crop was predicted! And prospects for other crops and livestock 


indicate a banner year! 


NO OTHER REGION IN THE NATION shows such phenominal in- 


crease in farm income! 


THAT’S WHY farm purchases long 
Texas and Oklahoma! 


postponed are now being made in both 


*For first 5 months of 1958 


To reach this Brightest Market best, advertise now in The Farmer-Stockman, because . . . 


The Farmer-Stockman 


gives the best possible 


farm coverage in Texas and Oklahoma! 


The Farmer-Stockman 


OKLAHOMA CITY @ DALLAS 


400 N. Michigan Avenue 4321 N. 


Chicago 11, SUperior 7-6145 


xt : ene f= a 


Dallas 5, LAkeside 1-312! 


J. H. Hunter, Advertising 


Central Expressway 420 Lexington Avenve 


New York 17, MUrray Hill 4-3340 


Director 


500 N. Broodwoy 
Oklahoma City 1, CEntral 2-3311 


i neal 


NEW HOME—Shown here is an artist’s sketch of a new $750,000 build- 
ing to house the combined facilities of KOOK and KOOK-TV, Bill- 
ings, Mont. Completion is scheduled for December. 


e Popular Science has announced 
that it will carry a 12-page insert 
by Minneapolis-Honeywell Regula- 
tor Co. in its September issue and 
another 12-page insert, this one for 
Porter-Cable Machine Co., in its 
October issue. 


e To illustrate the type of reader 
it serves, Air Conditioning, Heating 
& Ventilating has prepared a four- 
page summary of its 1957 editorial 
content. Classified by subject mat- 
ter, the titles of the articles indi- 
cate editorial emphasis placed on 
various aspects of the industry and 
readers served. 


e Department of New Laurels: 

House Beautiful reports linage 
for the July issue is up 3% over 
the sare issue in 1957. 

Business Week says that Pub- 
lishers’ Information Bureau fig- 
ures show that it carried 2,321 
pages of advertising during the 
first six months of 1958. BW says 
it has led all magazines measured 
by PIB in total pages of advertis- 
ing for seven consecutive years. 
The New Yorker was second in 
the first half of 1958, BW says, with 
2,054 pages, followed by Life with 
1,731; The Saturday Evening Post, 
1,515; Time, 1,500; Newsweek, 1,- 
445; U.S. News & World Report, 
1,291, and Fortune, 954. 

Gentlemen’s Quarterly reports 
that an estimated 648 ad pages 
have appeared since its debut in 
June, 1957. Gross ad revenue was 
$435,000, and distribution is at 43,- 
000 copies, the Esquire Inc. publi- 
cation reports. 

Sports Cars Illustrated reports 
that ad linage through the August 
issue has increased 43.8% over 
1957. The increase represents a 
gain of 60 pages of advertising in 
the eight-month period over the 
same period in 1957. Circulation 
for the first six months of 1958, as 
submitted to ABC, is 144,547, as 
opposed to 115,872 for the same 
period in 1957, the publication says. 

Redbook’s June circulation to- 
taled 2,735,000, a 10.6% increase 
over June, 1957, the magazine re- 
ports. 

Electronic Industries reports that 
its June issue, with a total of 568 
pages, was the biggest in the mag- 
azine’s 16-year history. It also had 
the biggest single-issue advertising 
volume, R. E. McKenna, publisher, 
reports. 

Vision’s International Spanish 
edition carried 408 pages of adver- 
tising for the first six months of 
1958 as against 351 pages for the 
first half of 1957—a gain of 16%, 
the magazine reports. Visao rose to 
781 pages for the first six months 
of 1958 compared to 605 pages for 
the 1957 period—a gain of 29%. 

Redbook closed the first eight 
months of 1958 with 14% more dis- 
play ad linage than it ran during 
the same period of 1957, the mag- 
azine reports. The August issue of 
Redbook carried 6.2% more dis- 
play linage than August of last 
year. + 


Muralo Names Brown 

Muralo Co., New York, has 
named J. Gerald Brown Advertis- 
ing, Hempstead, N. Y., to handle 
advertising for its line of spackle, 
paints and floor waxes. The com- 
pany has no previous agency of 
record. 
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electronics... 
OVER 29 YEARS OF LEADERSHIP 


Advertising Volume in First 6 Months, 1958 


electronics 
2,468 pages* 


Electronic Design 
1,477 pages* 


Proceedings of IRE 
974 pages* 


Electronic Industries 
681.51 pages: 


Electronic Equipment Engineering 
370.83 pages: 


Electronic News 
215.80 pages: 


*As published in “Industrial Marketing,” July, 1958, pp. 140, 142. 
tindependent page count (these publications not listed in “Industrial Marketing’). 


Editorial LEADERSHIP 


1740.33 pages of electronic design information 
printed during first 6 months, 1958 


497.86 pages of electronic management information 
printed during first 6 months, 1958 


Circulation LEADERSHIP 


Over 52,000 paid subscribers in electronic design-research 
production/use/management 


electronics 
@ A McGraw-Hill Publication « 330 West 42nd Street, New York 36, N. Y. 
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Bids for Kids Bows 
as Promotion for 
Shopping Centers 


Cuicaco, Aug. 5—An old-fash- 
ioned street auction—but just for 
kids from six to 16—is the drawing 
card for a new promotion for shop- 


GM Motorama Opens | Oct. 22. From there it will move 
Oct. 16 in New York | to Boston for nine days opening | 
General Motors has officially an- | N°V- 8 at the National Guard Ar- | 


nounced that it will revive its|™°Y: 
Motorama show this fall after a| _@™M will spend an estimated $2,- | 
Seo two-year lapse. The show will open 000,000 promoting the show. Camp- 
‘Zz Oct. 16 in the Waldorf-Astoria Ho- | b¢!!-Ewald Co. is the agency. Ap- | 
tel in New York and run through | VE®TSING Ace reported exclusively | 


'five months ago that GM would | 
revive Motorama this year (AA, | 


March 31). ping centers and retail stores, Bids 
IN THE for Kids. 
Originated about three months 
Jerrold Electronics Buys g 


ago by James Gershman, former 
public relations director of Macy’s, 
New York, the Bids for Kids pro- 
motion was launched in the Hicks- 
ville Shopping Center, Long Island, 


Community Antenna System 


PHILIPPINES 
| Jerrold Electronics Corp., Phila- | 


. delphia, has purchased the Muscle | 
The Manila Times Shoals Television Cable Corp., a | 


ing Florence, Sheffield and Tus- 
leumbia, Ala. The company now 
}owns 10 community antenna sys- 


has MORE 


net paid tems. Jerrold manufactured and 
H : installed the pay tv system used 
circulation |in the Bartlesville, Okla., experi- 
than all |ment (AA, Sept. 9, 1957, et seq.). 
other major | Bearden-Thompson Adds One 
newspapers Bearden-Thompson-Frankel & 
H Eastman, Scott, Atlanta, has been 
combined. | named to handle advertising for 
Weekdays ‘the new Atlanta Cabana Motor 
* | Hotel. Plans call for a large out- 
103,580 | door campaign backed by newspa- 
pers and magazines. P. R. Inc., At- 
Sundays lanta, has been named to handle 
|public relations for the hotel, which 
148,71 o* | has set a $100,000 promotion budg- 
. | et. 
Home Office: 


Florentino Torres Street 
Manila, Philippines 

U. S. and Foreign 
Representatives 

pempta REPRESENTATIVES, 
120 East 56th St., 

New York 22, N. Y. 


| Senate Kills Sports Bill 

| A bill which would exempt pro- 
|fessional sports from anti-trust 
laws was killed in the Senate last 
week as the subcommiittee of the 
| Senate judiciary committee voted 
|8-2 to table the bill. It would 
|have permitted team owners to 
‘restrict the broadcasting of their 
| events to other cities. 


K auaitea by the Philippines 
Bureau of Audited Circulations 
for the period of six months 
ending December 31, 1957. 


We're Cape Codding it right here. 


Vacation season or not, 
our art and production 
staffs are on the 

gu/ vive to handle your 
major promotional art 
requirements quickly 
and smartly. And even 
happily. Just call 

MU 33-8215 

which is really 

RAPID ART SERVICE, INC. 
304 East 45th Street, 
New York 77, N. Y. 


@ ART STUDIO + TYPE SETTING » LETTER PRESS « SILK SCREEN + BOX EASELS & BINDERS @ 
COSHH HHSEHEHEHEHESHEHEHEHEEEHEEEEEEEEE®E 


|community antenna system serv-| 


|summer home in Bay Beach, Ont., 


|past 15 summers around the time | 
|of Mr. Barton’s birthday. 


Mintz Handelsman Vlad Buckley 


BIDS BY KIDS—A group of Chicago children examine prizes at a Bids 

for Kids auction at Goldblatt Bros. Holding the prizes are Goldblatt 

executives; J. J. Buckley, vp and director of store merchandising; 

Milton Handelsman, vp and sales manager; John Vlad, staff direc- 
tor of stores, and Gil Mintz, store manager. 


Now Ad Budgets Are Boosted in Slump, Says 
Barton, as Partners Mark His 72nd Birthday 


BurFa.o, N. Y., Aug. 5—The 40th|Co. BBDO is now the fourth 
anniversary of a partnership that| largest agency, in terms of bill- 
developed into one of the country’s | ings. 
top advertising agencies—Batten, Mr. Barton observed that the 
Barton, Durstine & Osborn—was| advertising business today is a 
observed in Buffalo this week. more stable kind of business. 

Bruce Barton, of New York, and}; “When we went into business,” 
Alex Osborn, of Buffalo, are|he said, “advertising budgets were 
spending the week at Mr. Osborn’s|among the first to be trimmed 
when general business fell off. To- 
day, advertising is the last thing 
businessmen want to cut out.” 


ew 
Pa 


as has been their custom for the 


|= Mr. Barton said he thinks the 


Noting his 72nd birthday today, | : , . 
|current business decline is “wear- 


Mr. Barton declared: “I’ve out- | : a tit 
lived practically everybody. I’m|iD8 itself out” and that conditions 
still chairman of BBDO, which is| W!!! look better by fall. “The gov- 
a fine position for a man my age. | °™®ment has so much power now to 
You get part of the credit for the affect these situations,” he noted. 


thi d none of the bl He said this is one of BBD&O’s 
— roty oe o bem best years, and predicted that the 


Mr. Osborn was vice-chairman agency’s billings next year will be 
of the agency until late last year. ©Ven better. 


He still is a director and a member Doolittle Opens N.Y. Plant 
of the agency’s executive com- : : 

: Doolittle & Co., Chicago, adver- 
mittee. a > 

tising printer, has announced the 

opening of a New York office and 
plant to handle all phases of di- 
rect mail advertising services. The 
company’s New York location is 
6 W. 20th St. 


s The Barton-Osborn partnership 
began in July, 1918, when Mr. Os- 
born went down to New York to 
help Mr. Barton in a campaign 
that raised $200,000,000 for the 
YMCA, Salvation Army and other 
organizations serving the armed 
forces in World War I. 

After the Armistice, the two 
men began planning an advertising 
business, which came into being 
with Roy S. Durstine as a third 
partner. Ten years later they 
merged with the George Batten 


D'Arcy Shifts Rau to Houston 
Norman W. Rau, formerly head 
of D’Arcy Advertising’s Dallas of- 
fice, which was closed July 31, has 
been named assistant manager of 
the Houston office. He will con- 
tinue as account executive on R. G. 
LeTourneau Inc., Longview, Tex. 


N. Y. Then it was sold to a shop- 
ping center in Greenwich, Conn. 
Late in July it began at one of the 
Goldblatt Bros. department stores 
here. 

Here’s how it works. The store 
or shopping center buys the pro- 
motion as a package from Bids for 
Kids Inc., which (1) supplies to- 
kens which the stores give away to 
customers with every purchase; 
(2) supplies prizes for the auctions, 
and (3) organizes and conducts the 
auction. Every two weeks, the auc- 
tions are held near the participat- 
ing stores. The children bid with 
the tokens for prizes put up on the 
auction block. 

Bids for Kids also supplies in- 
store promotion material and aids 
the store in setting up its own lo- 
cal advertising program. 


s At the first auction held at the 
Goldblatt’s store here, approxi- 
mately 500 children bid for prizes 
valued at $1,500. The tokens, in 
denominations of 25¢, $1 and $5, 
are given dollar for dollar with 
every purchase made at the store. 
Tokens that would be given to cus- 
tomers who have no children or 
don’t collect them, are set aside and 
exchanged for gifts destined for 
local charities. 

In the Hicksville shopping center 
the 88 stores have averaged an 
18% sales increase since the pro- 
motion began, according to Bids 
for Kids Inc. 

The Bids for Kids. package is us- 
ually sold on a three-month con- 
tract, with an option to continue 
for another three months. Hill 
Jungries, national director, said 
Bids for Kids plans to move soon 
into stores and shopping centers in 
Rochester, Buffalo, Miami and 
Montreal. He said letters of in- 
quiry have been received from 
stores in Alaska and in Johannes- 
burg, South Africa. 

Officers of Bids for Kids Inc., 
which has offices at 437 Fifth Ave., 
New York, are Mr. Gershman, 
president; Burt Huberman, vp, and 
Mr. Jungries, national director. # 


the new force in building 


Architectural Forum /the magazine of building/published by TIME INC. 
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THE WEATHER 


in coving m portion 


=-- THE HOUSTON CHRONICLE few 


Vol. 57 No, 215 “Miss Classified” CA 4.6868 


Other 


Depariments CAT 


HOUSTON, TEXAS. 1958 54 PAGES PRICE 5 CENTS 


SOURCE: MEDIA RECORDS 


HOUSTON MERCHANTS 
KNOW HOUSTON BEST 


THE HOUSTON CHRONICLE 


HOUSTON RETAIL MERCHANTS PLACED 
MAJORITY OF ADVERTISING LINAGE 
IN CHRONICLE . . . FIGURES FOR FIRST 
HALF 1958: 


CHRONICLE: 


11,136,643 
9,160,529 
2,898,532 


AND THE CHRONICLE ALSO LEADS 
BOTH OTHER HOUSTON PAPERS IN 
GENERAL, AUTOMOTIVE, FINANCIAL, 
CLASSIFIED AND TOTAL ADVERTISING! 


POST: 


PRESS: 


THE CHRONICLE CONTINUES TO BE THE LEADER... 


THE REASON... Ao4/y / 


JOHN T. JONES, JR., President 
R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, General Advertising Mer. 


THE BRANHAM COMPANY —- National Representatives 
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Needham, Louis Names Stumpe, Ayer & Son, has been assigned to | 


Hubbard; Combines PR Unit 
Needham, Louis & Brorby, 
cago, has appointed Walter 
Stumpe director 
of the marketing 
department, suc- 
ceeding Raymond 
E. Miller, a vp, 
who has resigned. 
Mr. Stumpe has 
been a member 
of the marketing 
department for 
two years. The 
agency also has 
named Otis L. Walter W. Stumpe 
Hubbard Jr. to 
Hubbard, 


'Glenmore Names ]. A. Nance 


its account executive staff. Mr.| manager. L. P. Courshon, monop- 
formerly with N. W.|oly states sales manager for the 
| past 11 years, who was named a vp 


To advertising executives... 


. a detailed, documented story 
of how a responsible national 
weekly magazine functions edi- 
torially in the public interest. 


Write on your letterhead 
to: 


Saturday Review 


25 West 45th Street 
New York 36, N. Y. 


|handle special sales programs for 


|| vertising director, has been elected 
|a member of the board of direc- 


|ated for its clients. A collapsible 
| hand viewer goes with the 35 mm. 
| strip—both of which were devel- 


| Elmhurst, N.Y. 


the S. C. Johnson & Son account. 


Chi- His appointment follows the resig- 
w_| nation of John Louis Jr. as an ac- 


count executive on Johnson (AA, | 
July 21). 

Needham, Louis also is combin- 
ing its public relations department 
with the radio-tv operation. Plans 
for the integration and personnel 
shifts are not yet completed. 


Joseph A. Nance, formerly ad- 
ministrator of the Oregon Liquor 
Control Commission, has joined 
Glenmore Distillers Co., Louisville, 
as vp and monopoly states sales 


in February, has been assigned to 


both monopoly and open states. 
Arthur P. Bondurant, vp and ad- 


tors. 


Nylund Joins Scranton 

Melvin B. Nylund, formerly with 
Chilton Co., Detroit, as regional 
manager for Automotive Indus- 
tries, has joined Scranton Pub- 
lishing Ce., Chicago, as vp and 
sales manager of Modern High- 
ways, Water & Sewage Works and 
Industrial Wastes. 


Mogul Distributes Filmstrip 
Emil Mogul Inc., New York, is 

distributing a full-color filmstrip 

showing print ads the agency cre- 


oped by Stereo-Magniscope Inc., 


MUrray Hill 8-5800, 


EF: Hart Anderson, Jr., is Chairman of the Board, 
active participant on the Strategy and Creative 
Plans Boards, and the first half of Anderson & 
Cairns. Andy has been one of the chief architects 
of that unique A & C product: “The Quality Image 
That Sells’. “Quality” and “sell’’ aptly charac- 
terize Andy as an advertising man. At age twelve, 
Andy Anderson was already in sales, with an ap- 
propriate item for a future ad man: jigsaw puzzles. 
He continued to hone his sales sense in college 
where, in his sophomore year, he wrapped up a 
5,000-shirt sale in one 3-day period. After college, 
there followed five years of service as Secretary 
of the American Embassies in Rome and Copen- 
hagen. In 1923, Andy returned to the harder sort 
of sell he loves so well as a magazine space sales- 
man and then as head of his own agency. Andy 
likes the ad that excites consumer pride in the 
product and confidence in the company that makes 
it. Then he likes to take that ad and “retailize” 
it to a faretheewell, to squeeze out every drop of 
profit at the point of sale. If you'd like to know 
more about Andy Anderson’s knack for making 
big clients out of small ones, give him a ring: 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 
Advertising of Distinction 


| 


New York 22, N.Y. 


Conventions 


Aug. 13-14. 3rd Annual circulation sem- 
inar for Business Publications, Edgewater | 
Beach Hotel, Chicago | 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- | 
ing, Lord Baltimore Hotel, Baltimore. | 

Sept. 5-8. Mail Advertising Service | 
Assn., 37th annual convention, Chase- | 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 4ist annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 18-19. National Assn. of Broad- 
casters, Region 3, Hotel Buena Vista, 
Biloxi, Miss. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- | 
bassador Hotel. 

Sept. 22-23. National Assn. of Broad- 
casters, Region 6, Oklahoma Biltmore, | 
Oklahoma City. | 

Sept. 25. Magazine Publishers itn: | 
fall conference, Waldorf-Astoria Hotel, | 
New York. 

Sept. 
casters, 


25-26. National Assn. of Broad- 
Region 7, Challenger Inn, Sun 


Valley, Ida. — 


Coming | 


Advertising Age, August 11, 1958 


Videodex Network TV* 
June 22-July 2, 1958 


Copyright by Videodex Inc. 


Rank Program (%) 
1 Tales of Wells Fargo (American Tobacco, Buick, NBC) .............ccccccssssenees 34.6 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........cccccccccsseeneeeseenseennnnens 32.4 
3 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..............cccccccsceeeseenenees 31.1 
4 BN CUD COPOURIIE, TED ceccssnsdvesersrccctccvscssisovessccnencsosssernesserssenses 31.0 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) .................cccccccccccececeeeceeeenseeneee 28.5 
6 Twenty One (Pharmaceuticals, NBC) ....... 26.9 
7 Bob Crosby (Buick, NBC) ................ 25.6 
8 Lawrence Welk (Dodge, ABC) ........... 24.9 
9 I've Got A Secret (R. J. Reynolds, CBS) . 24.5 

10 Father Knows Best (Sentt Paper, MBC) ......0cssscec-.csescerssorecperssccsoressesvenesscvorsese 24.2 

Rank Program (000) 
1 Tales of Wells Fargo (American Tobacco, Buick, NBC) ................cc00000 11,497 
2 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............ccccccccecceseeesseeeeeees 11,414 
3 Wyatt Earp (General Mills, Procter & Gamble, ABC) ..........:.....ccccceeeeeees 10,401 
4 ee Cine CUP IERIIED «nce ccescccanseevensecéerccccnvesoccncceceocnstocensnscrses 9,843 
5 Have Gun, Will Travel (Whitehall, Lever, CBS) .....................cccccccceeeeeeneee 9,785 
6 Twenty Gre (Pharmacoutients, MBC) .....0..ccsicerscocsccosssrccrcssssecscscseressnsossoscreees 9,024 
7 Om Gat A Genel GR - F. Bye: SRG) a svisscneciccrccccsscnccnssscssccsonesgeosecessvenes 8,747 
8 Revere PI Bi ABE) orice nnnccceitasnces ssstbatinacctsesnrconichighocesosenscocnscecenee 8,590 
9 ty SD ol ga rash nae dwaspthtiednnscocdastubvansdingnsovcccsaveccoscvcees 8,512 

10 Father Knows Best (Scott Paper, NBC) ...........::c:cccosssseseeeesnereesreceesenenereeees 8,240 


* Homes viewing in cities where program is telecast. 


Sept. 29-30. National Assn. of Broad-/| tions, annual Midwest conference, Drake | 


casters, Region 8, Hotel Mark Hopkins, | 
San Francisco. 

Oct. 2. Advertising Research Founda- 
tion, fourth annual conference, Waldorf- | 
Astoria, New York. | 

Oct. 5-7. Advertising Federation of | 
America, 7th District convention, Whitley 
Hotel, Montgomery, Ala. 

Oct. 6-7. New England Newspaper Ad-| 
vertising Executives Assn., annual meet- 
ing, Hotel Statler, Boston. | 

Oct. 9-10. American Assn. of Advertis- 
ing Agencies, Central Region's annual | 
meeting, Drake Hotel, Chicago. | 

Oct. 9-11. Pennsylvania Newspaper Pub- | 
lishers’ Assn., annual convention, Hotel | 
Roosevelt, Pittsburgh. 

Oct. 10-11. Mutual Advertising Agency 
Network, 4th quarterly business meeting 
and workshop. 

Oct. 12-15. American Assn. of Advertis- | 
ing Agencies, western region, 21st annual 
convention, El Mirador Hotel, Palm 
Springs, Cal. 

Oct. 13-14. National Assn. of Broad- 
casters, Region 4, Hotel Schroeder, Mil- 
waukee. 

Oct. 13-15. Packaging Institute, 20th 
annual national packaging forum, Edge- 
water Beach Hotel, Chicago. 

Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 16-17. National Assn. of Broad- 
casters, Region 5, Hotel Radisson, Min- 
neapolis. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Assn. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-21. National Assn. of Broadcast- 
ers, Region 1, Hotel Somerset, Boston. 

Oct. 22. Associated Business Publica- 


| 


expert engravings 
can make good advertising i 
look better...do 


selling job! oe 


- 


oe al 
cd a 
“4 


118 SOUTH CLINTON STREET 


* 


Hotel, Chicago. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 44th annual meeting, Drake Hotel, 
Chicago. 

Oct. 27-28. National Assn. of Broad- 
casters, Region 2, Hotel Statler, 
ington, D. C. 

Oct. 26-28. National Newspaper Promo- 
tion Assn., Central regional 
Whittier Hotel, Detroit. 

Oct. 27-28. American Assn. of Adver- 
tising Agencies, eastern annual confer- 
ence, The Biltmore, New York. 

Nov. 5. American Assn. of Advertising 
Agencies, east central region annual 
meeting, The Commodore Perry, Toledo. 

Nov. 9-12. Assn. of National Adver- 
tisers, fall meeting, The Homestead, Hot 


| Springs, Va. 
Nov. 10-11. National Newspaper Promo- 
tion Assn., southern regional imceting, 


Barringer Hotel, Charlotte, N. C. 

*Nov. 13-14. National Business Publica- 
tions, Chicago regional conferer.ce, Drake 
Hotel, Chicago. 

Nov. 16-19. Broadcasters’ 
Assn., annual seminar, Chase Hotel, 
Louis. 

Nov. 17-19. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20. Television Bureau >of Adver- 
tising, sales advisory committee meeting, 
Waldorf-Astoria Hotel, New York. 

Nov. 21. Television Bureau of Adver- 
tising, annual meeting, Waldorf-Astoria 
Hotel, New York. 

*Nov. 25. National Business Publica- 


Promotion 
St. 


Hotel Statler. 


Wash- | 


Queen Elizabeth Hotel, | 


meeting, | 


*Nov. 26. National Business Publica- 
tions, San Francisco regional conference, 
Sheraton-Palace. 

Jan 23-25, 1959. Advertising Assn. of 
the West, midwinter conference, San 
Jose, Cal. 

April 5-8, 1959. Sales promotion divi- 
sion, National Retail Merchants Assn., 
Eden Roc Hotel, Miami Beach. 

*April 12-16, 1959. National Business 
Publications, annual spring meeting, Jo- 
kake and Paradise Inns, Phoenix, Ariz. 

May 24-27, 1959. Associated Business 
Publications, 53rd annual meeting and 
management conference, Skytop Lodge, 
Skytop, Pa. 

June 28-July 2, 1959. Advertising Assn. 
of the West. 56th annual convention, Ta- 
hoe Tavern, Tahoe City, Cal. 


BofA Lists 1,407 Members 

The Bureau of Advertising, 
American Newspaper Publishers 
Assn., New York, has reported a 
near-record membership of 1,607 
for 1957-1958, with total dues col- 
lected estimated at $2,007,600. In- 
come for the past fiscal year 
reached $2,063,000, the bureau re- 
ported. 


Litt. Kimball Join KTVI 

Paul R. Litt, formerly on the 
sales staff of Signal Hill Telecast- 
ing Corp., has been appointed sales 
manager in charge of local sales 
of KTVI, St. Louis. Richard Kim- 


|ball, formerly district sales man- 
tions, Los Angeles regional conference, | 28¢r Of Ampex Corp., has joined 


| 
i 


the station’s sales staff. 


a better // 


. 


PHOTO 


Skillful, dependable service, always. R.O.P. color, too! 
ENGRAVING COMPANY 
CHICAGO 6, ILLINOIS 


4 FRANKLIN 2-6343 
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The whole family reads T'V Guide... 


Best-selling weekly magazine in America 


and they read it every day 


If ever there was a family magazine, this is it. 


Just as the whole family enjoys television, they all enjoy 
TV Guide, the one national magazine that covers television 
exclusively and in depth. 


And just as they watch television every day, they read TV Guide 
every day. Not only for the program listings, but for news, 
articles, commentary and other editorial features on every 
subject touching television. 


They do this for a reason so obvious that it is easily overlooked: 
TV Guide helps them enjoy television more. 


It’s a good reason . . . good enough to have atiracted virtually 
one million new TV Guide families every year or the past five 
consecutive years, a record of growth unpzaralleled in pub- 
lishing history. 


Our picture? Yes, it’s posed ... but true to life. Now may we 
pose a question? Isn’t it time you put TV Guide on your next 
advertising schedule? 


TV GUIDE GOES ALMOST EVERYWHERE ...VET 
YOU CAN BUY JUST THE COVERAGE YOU NEED | 


The circulation of TV Guide magazine is concentrated in the 2,716 counties 
where 97.9% of all U.S. families live, and where 98.2% of all retail sales are 
made. Yet TV Guide offers selectivity unmatched by any other national 
magazine. You can buy any combination of 50 regional editions, to reach 
the markets you want. You pay only for circulation you can use, 


CIRCULATION: 6,428,276 (A.B.C. Publisher's Interim Statement, first quarter 
1958). 6,500,000 circulation base effective October 4. 

COST PER THOUSAND: Black-and-white page rate, $2 per thousand —lower 
than that of any other major national magazine. 


A WEEKLY MAGAZINE...A DAILY HABIT 
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Stovel-Advocate to Publish e ’ Ess 
Agricultural Chemical Book Tobacco Leat Hits 


Stovel-Advocate Publications Singling Out of Ads 


Ltd., Winnipeg-based publisher of - 
for Cigarets by FTC 


Canadian trade papers, plans to 
blish Agricult i 
publis gricultural Chemicals in New Yorn, Aug. 5—If the Fed- 
eral Trade Commission has no ad- 


Canada beginning this September. 
The publication—to reach 10,000 | : 
for the termite 
why im- 


farm implement and allied equip- | vertising codes : 
ment dealers, plus 3,000 seed and | 2nd scotch businesses, 4 ° 
feed dealers—is slated to come out | a we on the cigaret business? 
five times a year: in September, asks Tobacco Leaf. ‘ 
December, February, March and| The tobacco industry weekly, in 
June. 'an editorial in its current issue on 
“The Unfiltered Cigaret,” declares 
| that “deciding between the claims 


|of various companies as to which 
|has the best filter is giving the 


GooD NEWS FTC, official censor of the na- 


for every sponsor or producer of 'tion’s advertising morals, a head- 
films, TV commercials and pro- | ache. 


(rams, trade shows - . . the Inter. || “The cigaret advertising code,” 


national Screen Production Hand- 


an independent laboratory of high 
repute and stand 

“The FTC chi 
these laboratori: 
the same proces: 
that there is no 


ef complains that 


do not all use 


common denom- 
inator. To produce one, the FTC 
is making some experiments of 
its own with unbranded cigarets 
which the commission has sub- 
mitted for tests to the laboratories | 
of six tobacco companies and four | 
independent laboratories, includ- 
ing that of the American Cancer 
Society. 


s “Now let us suppose,” the edi- 
|torial says, “that all ten labora- 
| tories light on the same cigaret.| 
| What would the FTC do? Would | 
|it issue a ukase to the effect that | 


| 
| 


supports its claim by proof from) 


ng. 


or method, and | 


book that tells who’s who, where's 
what and for how much in every 
important production center. For 
details write 507 Fifth Ave., New 
York 17, N. Y. 


‘the editorial points out, “requires | the, let’s call it Sputnik cigaret, 
that no company shall claim that} has been demonstrated to have 
|its brand contains less tar than all|the best filter and that nobody 
‘others unless supported by com-| but the maker of that brand would 
parative proof. Three companies| be allowed to make the claim of 


LOLLIPOPS PLUS—“Part of a perfect 
day,” says Shelley Knitwear in its 
first national campaign. This color 


|are making that claim, and each | 


THE HUNDREDS of manufacturing concerns 
located in the Roanoke market make for diversi- 
fied, prosperous growth! 


GENERAL ELECTRIC 
Industrial Control Divi- 
sion—1,800 Employees, 
600,000 Sq. Ft. of floor 
space. One of the spectac- 
ular developments in the 
Roanoke area. 


YALE & TOWNE'S Specialty 
Lock Division which employs 
500 people. Another reason 
for Roanoke’s constantly in- 
creasing prosperity. 


US. STEEL .. . American 
Bridge Division, employs over 
600 people. This is another 
important factor contribut- 
ing to Roanoke’s continuing 
growth and prosperity. 


ROWE FURNITURE CO. 
employs over 400 people. 
Roanoke is among the lead- 
ing 100 counties in the man- 
ufacture of furniture and 


having the best filter? If so, we 


| think we see big trouble coming 


for somebody and that somebody 
will not be a tobacco company. 
“And as to that rule that cig- 
aret companies that make claims 
to the superlative or the unique 
must prove the truth of their 


|claims, we wonder,” says the edi- 


torial, “if there is any such rule 
for all other industries. For in- 
stance, did Gimbel have to com- 


|pare before the commission its 


price lists and those of its compet- 
itors before it was allowed to use 
the inspired and promoted slogan 
‘Nobody—but nobod y—undersells 
Gimbel’s’? 

“A study of a single copy of a 


|conservative newspaper discloses 
| these claims to be superlative: 


|@ “‘*World’s largest termite serv- 


ice!’ ‘Cheaper than wholesale!’ 


|‘Cheaper than our cost!’ ‘You get 


your dollar’s biggest value when 
you trade at Blank’s!’ ‘World’s 
oldest distiller of scotch whisky!’ 
‘Our radio tops all others of its 
kind on earth!’ 

“We do not question the truth 
of these claims,” the editorial says, 
“but did the advertisers have to 
prove their truth to the FTC be- 
fore printing them? We do not 
know, but we doubt it. But if 
they had been so unfortunate as 
to manufacture cigarets, they 
would have been directed to sub- 
mit verified proof.” # 


Richter Joins Arnold 

Jack E. Richter, who for 10 years 
specialized in sales promotion as- 
signments in the copy department 
of Young & Rubicam, has joined 


York consultant. 


page runs in the September Ma- 

demoiselle, a “picnic” ad in Sev- 

enteen and The New York Times 

Magazine, Aug. 24. Gilbert Adver- 
tising is the agency. 


John Abbink, 68, 
Former McGraw-Hill 


Intl. Exec, Dies 


New York, Aug. 5—John Ab- 
bink, 68, authority on foreign 
trade; director of the National 
Planning Assn., Washington, D.C., 
and former president of the Mc- 
Graw-Hill International Cor p., 
died Aug. 3 at New Rochelle Hos- 
pital. 

Born in Gibbsville, Wis., Mr. Ab- 
bink was graduated from Hope 
College, Holland, Mich. From 1911 
to 1917 he worked on newspapers 
in the midwest and as a public 
relations man; from 1918 to 1922 he 
| traveled abroad as a representative 
of a group of electric power com- 
| panies. 


Advertising Age, August 11, 1958 


| 1947, he received the annual Rob- 
ert Dollar Memorial Award for his 
icontribution to the advancement 
|of foreign trade. In 1949 he left the 
| McGraw-Hill organization and 
| started his own business, Abbink & 
|Drumm, a consultant in foreign 
| trade and overseas business invest- 
| ments. Three years ago he left that 
|concern; recently he had been na- 
ltional director of the National 
Planning Assn. and a consultant to 
Stanford Research Institute. He al- 
|so had served as co-chairman of 
| the Brazil-U.S. Technical Commis- 
| sion, as chief of a delegation to 
| study Italian mechanical industries 
and as president of the American 
Foundation for Tropical Medi- 
cine. + 


Pearson Joins KCMO 

John Pearson, formerly station 
program executive of American 
Broadcasting Co., New York, will 
join KCMO, Kansas City, Mo., 
Aug. 18 as radio production di- 
rector. 


NOW! 
ONE 
NEW 
PUBLICATION 
REACHING 


more than 


31,000 
VOLUME 
BUYERS 


VARIETY 


| In 1922 Mr. Abbink entered the 
publishing business with the old 
Class Journal Co. and reportedly 
was active in the establishment of | 
the Business Publishers Interna- 
tional Corp. in 1925. He became 
president of the corporation in 
1934, when it was jointly owned by 

‘McGraw-Hill Publishing Co. and | 
the Chilton Co. Full control of the | 
organization was bought by Mc- 
Graw-Hill, and the name was 
changed in 1947 to McGraw-Hill | 

| International Corp. 


@ Mr. Abbink served as pie! 


| Stanley Arnold & Associates, New of the National Foreign Trade| 


Council from 1945 to 1949. In May, | 


fixtures. 

DOMINATING 
ROANOKE IS AN IDEAL TEST MAR- VIRGINIA’S GREAT 
KET because of its isolation from com- MOUNTAIN- 
peting markets—self-contained economy INDUSTRIAL 
—diversified industry — representative 
population—median size—sufficient dis- EMPIRE 
tributive outlets — excellent newspaper Spot Color 


coverage. 
Roanoke is a “Burgoyne” City 


is available 


FREE DESCRIPTIVE BOOKLET! “The 
Beckoning Land” gives you full de- 
tails on the Roanoke Market. Ask your 
S. F. W. representative or write direct. 


ROANOKE wontc-rens | 


National Representatives oa 
SAWYER — FERGUSON — WALKER CO. 


best 


“Where typesetting is still an art” 


SERVICE typ 


PUT your type 
needs in the 


where they’ll be 
handled with 
typographic care. 


of hands 


723 S. WELLS ST., Chicago 7, Ill., HA 7-8560 


Leet Wa Ghee d ive FS 


ographers, inc. 
| 
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MERCHANDISE 


for 


76,000 
STORES 


including: 
Variety Stores, 
Drug Stores, 
Supermarkets, 
And Other Fields .. . 


a°6 billion market! 


VARIETY PRODUCTS 


we EPORTER 


Me 
The First and Only Complete Monthly 
Guide To NEW VARIETY PRODUCTS, 
PACKAGES, AND PROMOTIONS, in a 
handy, quick-reading departmental- 
ized format covering these products: 
Housewares, Hardware 
Notions 
Stationery 
Toiletries, Cosmetics 
Toys, Games, Books 
Dry Goods, Apparel 
Garden and Outdoor Equipment 
Other Variety Merchandise 
© Store Equipment 

RESERVE SPACE NOW! 

FIRST ISSUE, OCTOBER 1958 — 
CLOSING DATE SEPTEMBER 5 


WRITE OR CALL 
FOR COMPLETE INFORMATION 


VARIETY PRODUCTS 
R 


EPORTER 
15 WEST 45 STREET 


NEW YORK 36, N.Y. © Circle 5-1655 
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Portland retailers ...who watch the women go buy, 
buy their advertising in The Oregonian! 


Last year they placed 4,193,367 more lines 


in The Oregonian than in the 2nd paper, 


because they see results from using the paper 


that’s big as all Oregon. 


HOW BIG IS THE OREGON RETAIL MARKET? 
ALMOST $2'/2-BILLION ANNUALLY... THAT'S DOUBLE 
CLEVELAND AND ALMOST 3 TIMES ATLANTA! 


the Oregonian 


Portland, Oregon 


leads in retail advertising 


a 


ee 


= oe ee 
2nd PAPER 


we 
“= 
2nd Pape = = 


1947 1957 1947 1957 
Daily Circulation Total Advertising 


. . 231,829 Daily 
Largest Circulation in the Northwest / 295,740 Sunday 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 
ABC Publishers’ Statement, 6 months ending Mar. 31, 1958 


Rep ted Nati lly by Moloney, Regan & Schmitt, Inc. 
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There's a world 
of aluminum 
‘in the : 


THERE'S A NEW WAY 
TO SELL ALUMINUM TODAY... 


ALCOA and agency, Ketchum, MacLeod & 
Crove, stir the imagination with .. .“a world of 
ALUMINUM in this wonderful world of tomor- 
row.” Dramatic product uses from beach houses 
to ball gowns .. . all thoroughly practicable . . . 
with imagination and raw materials supplied by 
Aluminum Company of America. 


The Alcoa Ball Gown made its first Pittsburgh 
appearance in the Joseph Horne Department 
Store Fashion Show at the Fox Chapel Country 
Club it has also appeared on the Ea Sullivan, 
Dave Garroway, Ernie Kovacs, “The Big Payott” 
and the “Alcoa Hour” national television shows. 


Jean Desses, creator of the’ 
Alcoa Bali Gown, is the first of 
many world famous designers 
commissioned by Alcoa to create 
in aluminum their impressions 
of the comforts of tomorrow. 


ALCOA ALUMINUM Alumi c y of America, Pittsburgh 
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There’s a new way to sell aluminum, soft drinks, 
lubricants and many other things today. Now, too, a new way 
to sell your product to the Chemical Process Industries... 


fot ‘lomorrow 
: ~ in, today’s CPI selling! 


; 


@ 


_ 


Early in the year an agency head on the West Coast 

said ... “In 58 the men will be separated from the boys. 

Employees who don’t give full value will be expend- . 

able. Budgets that can’t be substantiated will be cut. = my poe . 

Competition will be merciless.” Wash Ie m1 e7 | # 
a at an ‘fet 65 FS 


iii = 


te 


And he was so right! Nobody’s running scared, but the 


gg Fe 


; “net profit squeeze” is beginning to pinch. Here in the | See. ag . y v ey > Va 
= Chemical Process Industries, the men with the dollar “ <a /Y [' “sf a \ 
signs in their eyes — CPI]-Management — are scrutinizing | 2. Seale 

equipment, materials, services for every extra penny of 
profit margin. And from every angle of management 
interest .. . top administration right on down through 
— production and plant operations, design and construc- 


tion, research and development, purchasing and sales. 
Every major function, both “technical and non-tech- 
nical”... from department heads on up. 


If there’s anyone with the imagination and foresight to sell fe 
buy your product for its new profit-potential — who else in 4 
could it be but CPI-Management? These men alone are CPI-Management 
big enough in responsibility — broad enough in function ee 

—and rich enough in buying power to act, swift and 
surely, once you sell them at their level. 


That means via their own particular publication — 
CHEMICAL WEEK. By any critical measure in scope, time- 
liness, facilities, style, sheer utility for decision-making 
...it reflects CPI-Management’s personality in print. 
It’s your new way, your better way to make hay in this 
market...to put the TOUCH OF TOMORROW in 
today’s CPI selling. 
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IARI Elects Adams 
Fred E. Adams, president of G. 


Sahoguahed tal Galen. 
SANTA CLAUS CUTOUTS 


CONTINENTAL LITHOGRAPHERS, INC. 
21 South 9th Street, St Louis 2; Mo. 


|M. Basford Co., New York, has 
|been elected chairman of the 


_|board of trustees, Industrial Ad- 


| vertising Research Institute, 

Princeton, N. J. A board member 
since 1956, Mr. Adams succeeds 
J. A. Duvall, advertising direc- 
tor of A. O. Smith Corp., Milwau- 
kee. The institute is a non-profit 
affiliate of the National Industrial 
Advertisers Assn. 
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Why buy a jingle 
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u can buy a 


MUSICAL TRADEMARKS, INC., 195 W. 62 ST., N.Y. 19, N.Y. JU 2-8620 
© 1966 


Communicators Pan Our Brussels Fair 
Exhibit, but Consumers Like It Fine 


(Continued from Page 3) 

jand Japanese pavilions all manage 
| to convey a strong sense of serenity 
|and craftsmanship. 

| Also, the Canadian pavilion— 
plunked down beside the Russian 
‘and American pavilions—manages 
lto project a kind of simple and 
direct impression lacking in its two 
larger neighbors. Further, the Ca- 
nadians—like the Finns, Japanese 
and Norwegians—manage to use 
very ingenious display devices. For 
instance, the section devoted to 


Canadian agriculture is lighted by 
overhead lamps, the bowls of 
which are partially filled with 
wheat grains, which diffuses the 
light and acts as an accent note. 

Similarly, in the forestry section, 
the Canadians use wooden displays 
to tremendous advantage, relying 
on the magic of the texture of wood 
to emphasize facts and figures. 


# So much has been written about 
the American pavilion that is crit- 
ical that the U. S. commissioner 


/ Actually, total effective buying income of more than $2.7 billion 
Vv More retail sales than Arizona and New Mexico combined 
¥ Not covered by San Francisco and Los Angeles newspapers 


Proper coverage of the vast California market requires getting 
your story into the inland valley; it’s untouched by newspapers 
from over the mountains. Only the Bees get the valley-wide read- 
ership you need. 


Data source: Sales Management’s 
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NATIONAL REPRESENTATIVES . . . O‘MARA 
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~. LIKE CALIFORNIA (77/007. 
THE BILLION-DOLLAR 
VALLEY OF THE BEES ~ 
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1957 Copyrighted Survey 
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In the newspaper field, only McClatchy gives national advertisers three types of discounts... bulk, frequency and a combined bulk-trequency. Check O'Mara & Ormsbee for details. 


Advertising Age, August 11, 1958 


general’s office can hardly be 
blamed for the defensive note 
which nearly all of its announce- 
ments seem to sound. In general, 
many countries have been fairly 
critical of their displays at the 
Brussels fair. Many have felt that 
the exhibits were handled badly; 
many have felt that the picture 
portrayed was unrepresentative of 
the particular country, and so 
forth. So the staff of the U. S. com- 
missioner general may feel it has 
international company at the 
whipping post. 

In the second place, most of the 
Americans to whom I have talked 
who are not in the communications 
business themselves are much less 
critical of the U. S. pavilion. They 
are not disturbed over a showcase 
with a football uniform in it, or 
one containing tumbleweeds, or 
one containing some Idaho pota- 
toes. They are not really involved 
in the controversy over whether 
the modern art we exhibited—the 
work of young American painters 
like Grace Hartigan, Kyle Morris 
and James Boynton—is what we 
should have exhibited. 

By and large, they thought the 
U. S. pavilion was beautiful, that 
it was the best of the fair, that we 
had a lot to show. It was even 
remarked that it is “a real credit 
to the U. S.” 


# The unanimity of opinion from 
non-communicators raises the old 
question of whether the communi- 
cator understands what he is try- 
ing to communicate. Howard Taub- 
man of the New York Times char- 
acterized the U. S. pavilion as a 


| hodge-podge; it was a sample of 
| what Madison Ave. calls the “soft 
| sell,” 
|publisher of This Week, thought 


he said. William Nichols, 


the Steinberg murals were too so- 
phisticated for the average run of 
fair visitors. 

Many observers have compared 
the Russian pavilion and the U. S. 
pavilion to the detriment of the lat- 
ter, noting that the Russians have 
placed heavy emphasis on their 
technological. prowess, while we 
have elected to try to explain 
American life and its many facets, 
and have failed to convey a very 
clear picture of a good deal of it. 

The Russian pavilion and the 
U.S. pavilion could hardly be more 
different. The Russian main floor 
is dominated by typically heroic 
statues of a Russian factory work- 
er, a peasant woman, and Lenin— 
and the sputniks. 

The Russians have showed again 
their keen understanding of the 
impact of crowds. To stand in one 
of the balcony floors, as one must 
to see most of the rest of the ex- 
hibit, and to look down on the vast 
main floor, where the statues and 
the sputniks are surrounded by a 
sea of humanity, is unforgettable. 

In its planning, it is reminiscent 
of the methods employed in han- 
dling mob scenes by the great Rus- 
sian movie director, Serge Eisen- 
stein. Its psychological impact is 
formidable. So is the presence of 
Russian earth-moving and agricul- 
tural equipment, which lines the 
walls outside. From these exhibits, 
one draws the impression of indus- 
trial and technological might. 


= And the propaganda line is ob- 
vious. In huge but ill-painted mur- 
als, people march for peace, waving 
banners. There are sculptures of 
doves, and the first impression of 
the giant statues contains a bold 
caption at the foot of each declar- 
ing that the Union of Soviet So- 
cialist Republics is a state of the 
workers and peasants. It makes 
powerful propaganda in Europe, 
and observers of the fair remarked 
that the visitors to the Russian pa- 
vilion seemed markedly less well- 
dressed than did those to others. 


= The U. S. pavilion is infinitely 
more showy. The building is beau- 
tiful, but there is some reason to 
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doubt that it is the best conceived , Braun, 9573; Enrico Fermi, 1,510, 
structure for exhibition purposes.|and Rudolph Serkin, 1,496, were 
The traffic pattern is difficult.| last of nine. 
Crowds—and we draw them, all Louis Armstrong topped the mu- 
right—swirl and knot around the|sicians, 22,232, over Benny Good- 
exhibits, but they are diffused, and|man with 15,019, and Count Basie 
the kind of mob-impression the| (1,839) was last of eight. 
Russians generate is largely lack- : 
ing. = The sheer size of the fair and 
Our Circarama (from Disney-|its diversity makes it a difficult 
land), our tv theaters, the voting| story to capsule, although some 2,- 
machines, our exhibits on the use| 000 journalists were on hand for its 
of radioactive materials in medical | opening, and it still maintains a 
diagnosis and therapy, are all|50-typewriter pressroom (ma- 
stoppers. So is the fashion show, | chines in 17 languages). 
conducted down a long ramp, end- Most of the pavilion sponsors 
ing in a platform in the pool. The| were torn between forceful prop- 
fashions are outrageous and draw|aganda and being winsome and 
titters from the crowd—but this is| charming. We evidently tried to do 
the way of high fashion every-| both in the U. S. pavilion, and the 
where. shortcomings of the scatter-gun 
The models seem to employ a/approach have made easy targets 
kind of mincing little jiggle, not|for critics. But there is little rea- 
the Charles Addams stalk so famil-|son to suppose that most of the 
iar to Seventh Ave., and this nerv-| critics could say succinctly what 
ous gait brought gales of laughter| America is, what exhibits would 
from some middle-aged ladies, one| portray her diversity and power 
of whom confided to her compan-| satisfactorily, and how they should 
ion that they all walked as if they | be shown. We put a great deal into 
had to go to the bathroom. a building roughly the size of the 


aie 
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Colosseum in Rome. Cunningham & Walsh Adds | 


The designers tried to explain Eitel-McCullough, San Bruno 
American life in typical street Cal., manufacturer of transmit-| 


NEW YORK « CHICAGO 


A widely respected firm 


of d professi 
Magazine Publishers 
Representatives 


516 Fifth Ave., N.Y.C. 
MU 2-5253 


scenes, in intesiors — apart-| ting tubes, has appointed the San| 
raed houses, + models of neW | Francisco office of Cunningham & | 
uildings like Lever House, the|waish to handle its advertising. | 
Mile High center in Denver and/ ‘phe former agency of record aoe 
the St. Louis airport. Evans & McClure, San Francisco. | 


® They also had the foresight to| - 

include the Museum of Modern ree 

Art’s children’s center, which may — VISUAL ¢o ROL 

easily be the most winning of our te BOARDMASTER Visual Control 

“cae of visitors are permit | oe a oe 

ren 2 permit- . : 

ted to work in an area which can ad ee yeaa 

be observed through bull’s-eye % Simple to Operate. Write on 

portholes (like those used sur-| Cards, Snaps in Grooves. 

rounding excavations in cities) Ke ideal for Sales, Production 

and through an open roof, and it is | | Inventory, Scheduling, =— 

interesting to note how appealing | ij %& Made of Metal. Compact and 
attractive. Over 250,000 in Use. 


the art of the children is to the} 
footsore and weary crowd of vis- 
Full price sag with cards 
coor Illustrated 


itors drawn from every walk of 
life and every country on the globe. 
FREE BOOKLET No, V-200 
Without Obligation 
has moved its New York office to Write or Call Wisconsin 17-8444 
new quarters, at 40 E. 49th St. #GRAPHIC SYSTEMS, 5S West 42nd St., New York 36, N. Y. 


Ralph Jones Co. Moves 
Ralph H. Jones Co., Cincinnati, 


® Some of the written material 
for the art show was evidently pre- 
pared by someone to whom English 
is not a basic tongue, In captions 
appeared such words as “excer- 
cise,” “eating-place,” “two,eight- 
hous days each week,” and “ainon- 
ymus.” Also, the language of the 
captions has a kind ofAdiotie sim} 
plicity: “As a rule Grace Hartigan } s 
lives in New York, but last winter 
she rented a studio in East Hamp- 


ton, Long Island, by the Atlantic ~ 
Ocean. There you see her in these | rureswer 
pictures walking, playing with her bal debel 


dog, Rusty, and having a snack in 
the village store.” 

Or, of James W. Boynton, who 
was born in Ft. Worth in 1928 and 
studied at Texas Christian, “James 


Boynton’s wife, Ann, makes jewlry 
and sells almost all of it. The 
Boyntons have two daughters, Bet- 
sy, 5 years old, and Amy, 2 years. 
They live in Houston, Texas.” 

The exhibit does, however, make 
the point that there are 66 muse- | 
ums in the U. S. which drew more | 


420,000. 

And while it is interesting that | 
the English is awkward in our'| 
exhibit, there were very little in- 
dications of Russian-language signs 
in the USSR exhibit, leading to the 
inevitable conclusion that Russians | 
aren’t being let out to see the show. | 


= Our voting machines drew a) 
great deal of interest, not exclud- | 
ing that of the man who mistook 
one for a pissoir. The machines es- | 
chewed politics (“their proper sub- 
ject”) in favor of voting on Amer- | 
ican cities, statesmen, universities, 
actresses, writers, immigrants and 
musicians. 

On July 27, things stood as fol- | 
lows: New York led San Francisco | 
as the favorite city, 13,484 to 13,- 
303, with Philadelphia, last of ten 
listed, with 1,446. 

Abraham Lincoln led for great- 
est statesman, with 21,584 to Ben 


-<—. oF 


has. of cua 
r ied aay ees 


ay ny, 1H sane ed.! 


than 100,000 visitors apiece last | 
year, topped by New York’s Met- 
ropolitan Museum of Art, with a 


Early this year a group of community leaders set out to raise $6 million 
in metropolitan Syracuse for a new Community Hospital. Fund-raising 
experts estimated it was the maximum amount that could be raised by 
voluntary contributions in Syracuse. Skeptics said it just couldn't be done. 


Today, the Community Hospital Fund has more than $7 million in 
contributions. /t is the largest amount ever raised in a single hospital 
campaign in a city of comparable size. 


It takes a variety of elements to make a great market: — Population... 
diversity of industry . . . stability of employment . . . spending power 
. strategic location . . . and people with heart. Syracuse has all the 


qualities of a great market. It is the shopping center of one of the 
nation’s foremost growth areas . . . a 15-county market with $2 
billion annual spending power. 


No other combination of media reaches the 15-county Syracuse 


Franklin’s 12,855. Herbert Hoover Market as effectively and as economically as the Syracuse Newspapers. 


was the last of eight, with 1,654 | 
(Franklin D. Roosevelt was the 
middle of the pack, with 6,000-odd 


votes). 
Harvard won the university vot- | Represented Nationally by Syracuse is 
ing in a walk, with 15,791, followed MOLONEY, REGAN & SCHMITT America's No. 1 Test Market 


by M.LT. with 7,696; Chicago, 6,- | 
656; and Columbia, 6,320, and Cali- | 
fornia, 6,111. | 

Kim Novak polled 17,139, to lead 


olled ie 
iiyn ‘Monroe. with 8,398, and Lana the SYRACUSE * NEWSPAPERS 


Turner, 4,114, was last of nine. 
Ernest Hemingway, with 19,611, 
was picked as greatest writer, over 


Mark Twain, with 11,032; Walt HERALD-JOURNAL & HERALD-AMERICAN 
Whitman and Thornton Wilder Evening 


were in the rear guard with 1,858. 
Albert Einstein got the most 


THE POST-STANDARD 
Morning & Sunday 


votes for greatest immigrant, 25,- CIRCULATION: Combined Daily 241,15) Sunday Herald-American 205,658 Sunday Post-Standard 109,060 


005, followed by Wernher von 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


Manning Votie Stanton 

ident, and Harry Enders, vp and director of inter- 
national operations, all Y&R; Joe Feron, vp of Ban- 
co de Comercio; George W. B. Manning, president 


of Goodyear-Oxo, and Francisco de Votie, general 


Feron larmon Enders 
Y&R OCCASION—Young & Rubicam de Mexico cele- 
brated its 13th anniversary in Mexico by moving 


into new quarters on the Paseo de la Reforma—and 


Tucker 


Turbeville Hall 


ASsist—Red Hot Mamma Sophie Tucker unveils what Aluminum Co. 

of America calls “America’s first” full-size, all-aluminum foil post- 

er. With Miss Tucker are A. P. Hall, vp of pr and advertising, and 
W. Turbeville, industrial foil sales manager, both Alcoa. 


TERSE—Scarves by 
Vera Inc., New 
York, is running 
this series of bkw 
small-space ads 
in The New 
Yorker. Layouts 
feature bold sym- 
bols or blank 


by throwing a party. Shown here are Y&R local and 
visting executives and guests. They are James 
Stanton, Mexico City manager; Sigurd Larmon, pres- 


who makes news on ve: ? 


manager, Johnson & Johnson, all representing Y&R 
clients in Mexico. 


space, never the 

product. Sutnar- 

office, New York, 
is the agency. 


ETHEREAL — Joyce 
Cole was chosen 
Miss Golden 
Goddess to help 
promote the new 
cosmetic line by 


MODELS—Moppets display Kaiser 
Aluminum & Chemical Corp.’s 
newest premium—Bret and Bart 
Maverick outfits. Each outfit in- 
cludes a vest, string tie and gun, Golden Goddess 
and is available for $1 and the end Inc. 
flap from a quilted foil package. 4). 


Delledomme Ullman 


Nevergole 


Boylan 
HONORED—William M. Boylan, sales promotion manager, Westing- 
house Atlantic region, receives the Premier award of the National 
Advertising Agency Network for a regional direct mail campaign 
from David U. Ullman, secretary-treasurer of Roland G. E. Ullman 
Organization, Philadelphia. Looking on are Pat Delledomme of 
Westinghouse, and J. Mack Nevergole, Ullman vp, who handled the 
campaign. The winner was chosen from among 365 entries from 27 
agencies in the 20th annual creative awards competition. 


BOATING PLEASURE 
—That’s Michele 
Evans, and the 
long reach is for 
one of 200 plastic 
bottles filled with 
copies of a gift 
certificate that 
were dropped in- 
to Lake Erie as 
part of the Ohio 
Boating Week 
celebration. Ed- 


ee 
aN 


oe 
Wr erate 


ee" 
- 


a 
ey 
oie 
ee 


7 


Coons Geraghty Warren 
NEW OFFICERS—Five staff members of Virgil A. War- 


Adams _—_ Shotwell Showacre 
assistant, newly-appointed exec vp; Robert Coons 


gar S. Spizel Ad- 

vertising, Cleve- 

land, handled the 
promotion. 


ren Advertising, 35-year-old Spokane agency, have 
been named to new executive positions. Shown here 
with Virgil Warren, founder and president, are Rob- 
ert Showacre, account executive and administrative 


and Ralph Shotwell, both account executives, named 
vps; John Geraghty, art director and new treasurer, 
and James Adams, account executive, appointed to 
the post of secretary. 
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Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


One of a series of comments on Metropolitan Oakland as 
a market by advertising agency executives. 


Outstanding growth in population and retail sales has 
established Metropolitan Oakland as the key market 
area in Northern California. 

Leadership in the sales categories of food, drugs, auto- 
motive, service station, furniture and household equip- 
ment, and lumber and building materials, as well as in 


ribune 


COVERS METROPOLITAN OAKLAND* 


Daily 210,537 

Sunday 240,809 

ABC Publisher’s Statement 
March 31, 1958 


National Re} resentatives : 
Cresmer & Woodward, Inc. 


Member }\' ctro Sunday 
Comics Network 


*65% of the more than 250,000 families in Metropolitan 
Oakland (Alameda County) are Tribune subscribers. 


total retail sales are evidence of the vitality and impor- 
tance of Alameda County. 

Recognition of this all-important sales potential is nec- 
essary to the development of a sound and successful 
marketing strategy for Northern California. 


ANDREW E. ZeIs 

Media Director 

COMPTON ADVERTISING, INC., 
CHICAGO 
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READY! "4 your "ecorue 


BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative |! 
3-year space check. All '55-6-7. 
Over 1,000 pages of deta. 
10,000 recenstructed ad schedules. 


wite BRAD-VERN’S Usrie 


Mohr & Eicotf Adds Acousticon 

Mohr & Eicoff, Chicago, has been 
named to handle a test spot radio 
and tv campaign for hearing aids 
for the midwestern division of 
Acousticon, a division of Dicto- 


| graph Products Inc. Listeners to ra- 


dio and tv commercials will be 
given actual hearing tests on the 
air. 


Du Pont Forms Export Group 

E. I. du Pont de Nemours & Co., 
Wilmington, Del., has formed an 
export merchandising group for its 


textile fibers department. The 
group, which is headed by George 
B. Lewis, will coordinate advertis- 
ing and promotion activities in ad- 
dition to marketing research and 
| product development work. 


“SALES POWER 
INA 


... proven periodical readership among 
engineering and technical administrative 
officials who specify, recommend or direct 
purchases—a sure method of having your 


c plet sales pr 


tations available at 


$115 BILLION 


buying time, plus market research to pinpoint 
immediate sales opportunities. Got the facts on 
readership among buyers of your product? 


MARKET 


es 


_ *Ridgeweed, 


PUBLIC WORKS Publications, 


New Jersey 


Bardahl Oil 
Uses Hydroplane 
as Quidoor Ad 


(Continued from Page 2) 


hydroplane and of our Indianap-|| 


olis car. They give us a nice ex- 
clusive.” 

.Mr. Bardahl, founder of the 
international oil and automotive 
chemical company, which has 
headquarters here, remarked, 
“Bardahl has had race cars in the 
Indianapolis 500 for nine consecu- 
tive years. These cars have ap- 
peared before more than 200,000) 
spectators each year, the largest | 


single paid sports event in the) 


world. When we saw the Gold 
Cup races draw 500,000 people in 
Seattle, it was natural for us to 
look on the hydroplane as a de- 


sirable means of reaching a mass 


She’s 


Starting October 1, COLOR will add impact to your 


ing 


in the Arizona 
sales with color 


sales message in the Phoenix Republic and Gazette. 


Get your share of the booming billion and a half dollar Arizona Market with ROP COLOR through Arizona’s most 
influential medium. The circulation of the Republic and Gazette equals 60.8% of all the families in Arizona, In — 
Metropolitan Phoenix, the combined daily circulation is more than 100% of all the homes. 


DO YOUR BUSINESS WHERE 


BUSINESS IS BEING DONE... 


For further detail, contact our Kelly-Smith representatives or write the National Advertising Dept.—Phoenix Republic and Gazette 


Advertising Age, August 11, 1958 


cheap. Construction of the boat, 
maintenance, travel to half a 
dozen major events around the 
country in a year, and salaries of 
the crew, put the total well over 
$70,000 for the year, Bardahl peo- 
ple indicate, and just as quickly 
indicate they are pleased with 
what their money buys. 

Bardahl’s first entry in boat 
racing came last year. Within the 
year it has obtained news and 
feature stories and other coverage 
in a variety of publications, in- 
cluding Popular Science (a feature 
article on “Miss Bardahl” and Ted 
Jones in the August issue), Boat- 
ing Industry, Motor Boating, Pop- 
ular Boating, Rudder, Sea & Paci- 
fic Motor Boat, and Seattle Times 
Pictorial. 

At race time Bardahl receives 
coverage via tv, radio, and news- 
papers. Its entry has been featur- 
ed in parades, civic affairs and 
boat and auto shows—and even 
gas station openings. Prints of a 
27-minute b&w film of “Miss 
Bardahl’s” victory at Lake Chelan 
have been circulated throughout 
the U.S. and Europe via Bardahl 
distributors and salesmen. 

“All this is part of our hydro- 
plane promotion program,” Mr. 
Phillips said. “It is intended to 
put the name Bardahl before the 
public whenever possible.” 


= Bardahl currently is carrying a 
magazine advertising schedule 
that encompasses Hot Rod, Motor 
Life, Motor Trend, Outboard, Pop- 
ular Science, Sports Afield and 
True; also 12 foreign editions of 
Reader’s Digest, two editions (Pa- 
cific and European) of Newsweek, 
and the American Automobile in 
Latin America. 

Miller, Mackay, Hoeck & Har- 
tung is the agency. + 


Olian & Bronner Adds One 

Olian & Bronner, Chicago, has 
been appointed to handle adver- 
tising for Prairie Chef barbecue 
sauce, a product of Mullins Food 
Products Co., Chicago. Plans call 
for use of tv spots during fall and 
winter and expansion into new 
markets. The previous agency for 
the sauce, for which little adver- 
tising was done, was Ray Freed- 
man & Associates, Chicago. Mr. 
Freedman has joined Olian & 
Bronner, 


y. 
d 
Makes Engines ] 
Run Better ‘ 
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P t 
EXEMPLAR—In ads like this one Bar- 
dahl International Oil Corp. uses I 
its racing craft to underline to con- k 
sumers the advantages of its prod- ’ 
ucts. 
a 
audience. ‘ 
“Our chemists also use the hy- ‘ 
droplane, just as they have been ‘ 
using our entry at Indianapolis, s 
as high-speed testing laboratories } 
for our lubricants.” t 
s “Miss Bardahl,” the company’s 
hydroplane, is a new boat this I 
year, product of Ted Jones, origi- 
nator of three-point hydroplane ‘ 
racing. Mr. Jones both designed t 
and built the boat. It won its first 1 
race, the Apple Cup on Lake c 
Chelan in central Washington. ] 
A hydroplane does not come I 


~~ = ohlUreeklU Oo Or 


ro -_ of an a. 


anon 2 2 6 


ix : ‘eS Tox “ft se 4 oe" Ae, A Le pies ae! , | te = I ee ae ™ — pos Sy : Ng) t per Ss : ae ees 4 i “s 
PS ie te = : : he Sa: Tees 2 hi = ; = Beem ie soft j a es oe ee ; : ee : Be Be : Gar = ee ; ee ee es ie ee oe il oe 
- j 
: | a. 
_ | 
pe , TTT ee 
; ea ’ 
ore iii 
ss 22 Een 
ca 
- “s ee 
pegs #: . ») oe Ere. | 
>) FOR WORKS | ~~ | 

¥ a : a | 
1m _ ' me 
is P, . ~— a : ! x 4 
ic — | es © :00 bi 
Se ie. ; a as { mer 
er = ns . : er 
F —— | | 
of ote ” oe — —- aS | 
Eee if ah —— ==. — ee a all 
Laren . ‘ arc a yore? SS . o 
ie ee me ———— ae a ee 

» iF 
oa Pay eet EL LL LLL LL LLL LLL LL LL LLL IE 
if 
ae -- 4 . 2 
SS | 
ae PERS SS ae Pe 

aoe Peaster oon n= 
a en A TT IR etn nn a a ee a 

e 0 ee rr Or, cy 

oa Pa ot % Ry, i RE A oT SS aaa } 
met © ak AR gk is err oS Re, ne 
er eal = $. mmm gS, > ae ' | 
fe Sata ke Ser i at 
ne Peeeere rec ea 
sive , PS! eer = OB ne cal : 

5 Ae ea TT ek “ei: es 

a gina eal ~ 5 oo ae 
ah Sa Dee i 7 te = 3 cee 
ee So renee Spee cat Gees ae 
a erect - oe revit Peo te Boe eo < 
baie oe eerrrnen os ae - cee 3 on" Sea of ap Bes, = a. > 
gee ES SS EES ee ¥ Baas? : 

Soe aa 3 oP 3 ei ‘eae Re ae 2 4 oY gat 
- as Bm <i : ee | | 
eae Be MS Re ee set. : 
tea aoe Sa. Se | : 
rae L n eee. Fs : | 
os 4 oe ee a 
er Pian? ee, Bee eon 
ie a ae sorte tes comer, 
rig — ) . co ee 
ee — ee || NS f 
ie AES ee, ae -g 
mee nga na 7 — 
ested he , oo ; ~~ > F 
ae . ‘ec ; ix ‘ 
8 \<@ . ; oa a8 4 
’ | etesemmammmres.. ee : 
Sy aaameren sages if 
<e , iF a 8 eee ; wee iad 3 a " ae ‘ r ‘9 
ee a — 
ee ola aa oa 
Py eee er Gg 
: coe Ree ans Oz : . os 
“amg ane re ‘(a : . § { 
ee i ~ eee St Sa | ; 
Ree s Ps > Sar ee Se | — 
: hee om! Sy . ae Peco a 
' Pips : fi 38 Se, an ed : 
aie ; Be . 3 Sot, eg. > ) 
BES ot) ~ y F — rs |‘ 
rok ky ’ ” peer a > « < 3 4g | 
ae ee _ @ | . ees ' 
ree 4. ee SNS ) 
ae eo: & yg  *ataeaRR RCC ~) ae 
soe ae a Ts, * te . ee. : Ul 
ine ae . — . > : = 
Ap — i - ee 
age Nee 4 AS ~~ 3 ‘ r i ‘ 
a a . ‘id ne oo. Nee > y ‘ ' 

+ . ‘s e+. “Sgcy i a ' 
aa lun ae ete ee — 
oS ‘eal 
ee f } 
nae a | 
ee | | 
ae f° | / 

i. f 
eal ay 
* 
: i 
“tn a : 3 
fe “8 . al ' 
ba : zB 
a ~ 
ci gs a a 
— aoe rc ae 228 OY, ater ages MeN? ams a ty Meet ee wie 4 
a re x - : 4) . “, 2 — 2 a3 oy i 
a an las: ; i a wy ~~ £35 ae : ee ; . , | i 
ay ae : i ae Svat eee 2 ene t i 
ie i = ah PO 2 recat to g 2 
‘ : = i . ‘ : Ge i 
The State's Greatest Newspaper e >a Arizona’s Progressive Newspaper ; | 

.o i sige ey | 
nae Ages Sick ~— i 
cet aw Tee a A ce a ' 
oe 

- ; _ abi A : : ‘ - 7 ie tress UC - a Bone Tee doe ey Ay | Ge ES eT es * . 

; ee ai ee Re tT ge cate 

be. Ae Ree ee eee. 
ee i Ae oe Bee oy iy aie ie ne as Set ae 


Advertising Age, August 11, 1958 


Alexander Rogers, 
Retired Ad Manager 
of Libby, Dies at 58 


Cuicaco, Aug 5—Alexander 
Rogers, 58, retired advertising 
manager of Libby, McNeill & Lib- 
by and a veteran adman in the 
food field, died Aug. 1 of a heart 
attack in Syracuse, N. Y., where 
he was vacationing with his wife. 

Following his graduation from 
Northwestern University, Mr. Rog- 
ers worked for Erwin, Wasey & 
Co. and a Chicago printing com- 
pany before joining Libby in 1928 
as sales promotion manager. In 
1942, he was promoted to advertis- 
ing manager and headed all the 
company’s promotion activities un- 
til his retirement last year. 

Shortly after leaving Libby, Mr. 
Rogers joined Campbell-Mithun 
here as an account executive on 
the American Dairy Assn. account. 
He resigned from the agency just 
a week ago. 

Mr. Rogers was an instructor in 
advertising at Northwestern for 
several years, and he also lectured 
on advertising at several Midwest 
universities. He was a founder of 
National Pickle Week and was ac- 
tive in its promotion. 


D. A. GREENWELL 

DALLAS, Aug. 5—D. A. Green- 
well, 61, exec vp and treasurer of 
the Times Herald Printing Co. and 


Ist vp of KRLD, collapsed and| 
died Aug. 1 of a heart attack in the | 


lobby of the Dallas Times Herald 
plant. 

A native of Rhodelia, Ky., Mr. 
Greenwell moved to Texas with 
his parents in 1910. He joined the 
Times Herald in 1917 in the classi- 
fied ad department. He was pro- 
moted to secretary-treasurer of the 


ABC Admits Lerner Weekly weekly for five suburban commu- | Joseph Hetternan Resigns | York, specialist in financial, trade 

The Audit Bureau of Circula-|nities northwest of Chicago. The! Joseph V. Heffernan, staff vp | regulation and corporate law. Mr. 
tions has approved membership of | Life Newspaper’s audit report for |of National Broadcasting Co., New Heffernan has been with NBC 
the Life Newspaper, one of the Leo|the six months ended March 31,/| York, has resigned to join Hecht,|since 1951; he previously was a 
A. Lerner newspapers, published | 1958, is available. Hadfield, Farbach & McAlpin, New| vp of Radio Corp. of America. 


newspaper in 1931, and was elevat- | @ 


ed to vp and treasurer 15 years ago. | | 


Mr. Greenwell served as presi- 
dent of the Texas Daily Newspa- 
per Assn. for three terms and later 
served as board chairman of the 
organization. 


GEORGE W. BENNETT 


BurraLto, Aug. 5—George W. 
Bennett, 62, veteran member of the 
advertising staff of the Buffalo 
Courier-Express and its predeces- 
sors for 40 years, died Aug. 1 at 
Buffalo General Hospital. 

Mr. Bennett joined the advertis- 
ing staffs of the Buffalo Courier 
and the Buffalo Enquirer, prede- 
cessors of the Courier-Express, in 
1919. He worked in various phases 
of the department, including roto- 
gravure advertising. At the time 
of his death, Mr. Bennett was in 
charge of advertising makeup for 
the newspaper. 


ABC-Paramount Profits Rise 

An estimated net operating 
profit of $1,188,000 for the second 
quarter of 1958 was reported by 
American Broadcasting-Paramount 
Theaters, New York. The second 
quarter figure represents a 24% 
increase over the corresponding 
quarter of 1957, reported at $975,- 
000. Earnings for the first six 
months of 1958 were $3,265,000, up 
from the $2,793,000 reported for 
the same period in 1957. Leonard 
H. Goldenson, president, predicted 
that the ABC Television network’s 
broadened daytime schedule start- 
ing in October (AA, July 14) will 
make the network more attractive 
to advertisers and will improve its 


competitive position. He said the| 
broadcasting and theater divisions | 


of the company both showed im- 
provement in the second quarter. 


Cash Joins ‘Oil & Gas’ 

James H. Cash has been appoint- 
ed to handle advertising sales for 
Oil & Gas Equipment, Tulsa, in 


Texas and Louisiana. Mr. Cash has | 
been a representative of Business | 


Week in St, Louis for the past two 
years. 
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sk SAN DIEGO: A BIGGER MARKET 


With 1957 drugstore sales totaling $36,074,000.00 
the San Diego market ranks 26th among the nation’s 280 Metropolitan County Areas . . . bigger than — 
LOUISVILLE, KENTUCKY . . $33,859,000 PORTLAND, OREGON . . $26,390,000 
COLUMBUS, OHIO .. . . $30,598,000 PHOENIX, ARIZONA. . . $25,993,000 


Sell the big-and-getting-bigger San Diego market through The San Diego Union and Evening Tribune. 
Combined daily circulation: 202,242! 84.4% readership — unduplicated. 


SALES ESTIMATES: COPYRIGHT 1958 SALES MANAGE (NT SURVEY OF BUYING POWER, CIRCULATION: 6 MONTHS ENDING MARCH 31, 1956, AS SUBMITTED TO A 6.c 


The San Diego Union - LVENING TRIBUNE 


Oo 


“The Ring a of Truth” 


COPLEY “F&F 


15 “Hometown” Newspapers covering San Diego, California — Northern Illinois — Springfield, Illinois — and Greater 
Los Angeles .. . served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Adman Goldsmith. 75, 
Coiner of Palm Beach 


Fabric Name, Dies 


New York, Aug. 5—Louis S. 
Goldsmith, 75, a pioneer in the de- | 
velopment of the men’s summer 
clothing industry, former head of 
his own agency, and since 1924 as- 
sociated with Lawrence C. Gum- 
binner Advertising Agency, died of 
a heart attack July 29 at his home 
here. 

Born in Philadelphia, Mr. Gold- 
smith entered the men’s clothing 
field as a young man, and became 
director of sales and advertising for 
the Snellenburg Clothing Co. there. | 
In 1914 he founded the L. S. Gold- 
smith advertising agency and the 
following year moved it to New 
York. In 1924 the agency was dis- 
banded, and Mr. Goldsmith became | 
associate counsel of the Gumbinner 
agency. | 

Mr. Goldsmith was recognized as | 
a specialist in the advertising of 
apparels and textiles. One of his 
early accounts was Goodall-San- | 
ford Mills, Sanford, Me. He is cred- | 
ited with, in the early 1920s, hav- 
ing named one of its fabrics Palm 
Beach. He directed its advertising 
for many years. It was the first 
major national advertising cam-| 
paign to popularize summer cloth- 
ing for men. 


RICHARD LAUDERBAUGH 


PITTsBURGH, Aug. 5—Richard 
McKee Lauderbaugh, 40, export 
and advertising manager of Neville 
Chemical Co., died July 31 in Sub- 
urban Genera! Hospital, following 
a short illness. 

Mr. Lauderbaugh had been with 
Neville since 1941. He was also a 
member of the World Trade Coun- 
cil, Pittsburgh Chamber of Com- | 
merce. 


RICHARD FLANAGAN 


PatcuocuE, N.Y., Aug. 5—Rich- 
ard Flanagan, 64, retired advertis- 
ing and sales promotion executive, 
died at his home here July 28, re- 
portedly of a heart attack. 

Mr. Flanagan was advertising 
and sales promotion manager of 
Gimbel’s in New York during the | 
early 1930s. Later he was sales 
manager of McCurdy & Co., Ro-| 
chester, N.Y., and of the F. & R.| 
Lazarus department store, in Co- 
lumbus, O. From 1943 to 1947 he 
was sales promotion manager of | 
Cosmopolitan. 


GERALD R. KEYSER 

New York, Aug. 5—Gerald R. 
Keyser, 60, director of foreign pub- 
licity and advertising for Warner 
Bros. Pictures International Corp., 
died July 30 of a heart attack at} 
his home in Darien, Conn. Born | 
here, he had spent most of his| 
business career with Warner Bros. | 
and a predecessor, First National | 
Pictures. He had headed the for- | 
eign advertising and publicity de- | 
partments of the company for the 
past 25 years. 


New Editions of ‘TV Guide’ Set 

TV Guide will publish new edi- | 
tions in the Texas and Utah-Idaho | 
area, and will consolidate two mid- 
western editions Sept. 13. Texas 
editions will cover San Antonio} 
and Corpus Christi; Utah-Idaho 
edition will cover Salt Lake City, 
Ogden and Provo in Utah; and | 
Boise, Idaho Falls and Twin Falls | 
in Idaho. Published as one edition 
will be TV Guide’s Minneapolis- 
St. Paul and Minnesota editions. 


Herrick Named Carpenter VP 

Clay Herrick has been appointed 
vp in charge of creative and ac- 
count services activities of Car- | 
penter Advertising Co., Cleveland. 
Mr. Herrick was formerly an ac- 
count executive of Fuller & Smith 
& Ross, Cleveland. 


Media/scope 
Advertisers 


Agricultura de las Americas 

Appliance Manufacturer 

Architectural Record 

Aviation Age 

Bakers Weekly 

Beating Industry 
ewspapers 

Boston Globe 

Boston Herald-Traveler 

s’ Life 

Cc Radio Pacific Network 

CBS Television Pacific Network 

Chicago American 

Chicago Daily News 

Chicago Sun-Times 

Cincinnati Enquirer 

Contractors and Engineers 

Detroit Free Press 

Domestic Engineering 

Electric Light & Power 

Electronic Design 

Electronics Illustrated 

Family Weekly 

Farm Journal 


Fortune 

Furniture News 

General Outdoor Advertising, Inc. 

Girl Scout Leader 

Good Housekeeping 

Greenville News & Piedmont 

Hamilton Spectator 

Hardware & Housewares 

Harper & Bros. 

Hitchcock Publishing Co. 

Hospitals 

House & Garden Magazine 

House & Home 

Implement & Tractor 

Industrial Publishing Corp. 

Institutions Magazine 

KNX, Los Angeles 

KPIX-TYV, San Francisco 

Ladies’ Home Journal 

favitewn Times-Bristol Courier 
e 


Long Beach Independent Press-'Telegram 


Los Angeles Times 

McCall's Magazine 

McGraw-Hill Publications (Corp.) 
McGraw-Hill Publications (Labr.) 
Machine Design 

Magazine Advertising Bureau 


Management and Business Automation 


Mart Magazine 
Michigan Farmer 
Missouri Press Service 
Muskegon Chronicle 


Mutual Transportat ion Advertising 


NBC Radio Network 
NBC Television Network 
NBC Spot Sales 


Newsweek (Weekly Publications, Inc.) 


The New Yorker 

Office Appliances 

Olsen Publishing Co. 
Outdoor Advertising, Inc. 
Parents’ Magazine 
Petroleum Week 

Petry & Co., Edward 


Philadelphia Evening & Sunday Bulletin 


Pictorial Review 

Pittsburgh Post-Gazette 
Playboy Magazine 

Popular Mechanics 

Product Design & Development 
Puck—The Comic Weekly 
Purchasing 

Purchasing Week 

Railway Age 

Reader's Digest 

Redbook Magazine 

St. Paul Dispatch— Pioneer Press 
San Francisco Examiner 
Saturday Evening Post 

Selling Sporting Goods 

Allen E. Shubert Co 

Southam Newspapers 


Standard Rate & Data Service, Inc. 


Suburbia Toda 
‘Tacoma News Tribune 
‘Tauber Plastics, Inc. 
This Week 

Thomas’ Register 
Time Magazine 
‘Together 

‘To The Bride 

‘Tourist Court Journal 
‘True 

‘True Confessions 

TV Guide 

Watson Publications 
Wm. E. Whaley Co. 
WDIA, Memphis 
Weekend Magazine 
WHOM, New York City 
WOC-TYV, Davenport 
Woman's Day 
WRCYV, Philadelphia 
WRCV.-TV, Philadelphia 
Yorke Publications 


Why do important 
buy space in 


Advertising Age, August 11, 1958 


© It is the only magazine edited for the people wha 


© Its singleness of purpose has attracted advertising’s 


© Its vitality in covering all media exclusively — not 


media-buying methods. 


The list of Media, scope advertisers—and it’s a grow- 
ing one—includes outstanding media in all categories 
of advertising. Why? Because of Media/scope’s com- 
patibility, concentration, and comprehensiveness. 

Media advertisements appear in an editorial frame- 
work compatible with their contents. 

Advertisers receive effective circulation, 94% concen- 
trated among advertiser and agency executives who 
perform the media-buying function. 

This effective circulation reaches men and women who 
evaluate all media in terms of total budgets. 

In this keenly competitive modern media-buying 
situation, more and more advertisers and agencies are 
all-media oriented. Advertising dollars are used to 
meet changes in marketing needs; thus, all media are 
in competition for advertising dollars. 

Print media, as well as radio and tv stations, which 
rely upon vertical, industry trade publications fail to 


reach all influencing factors. Media/scope permits 


Wa_ter E. Bortuor, Publisher 
1740 Ridge Ave., Evanston, Ill. HOllycourt 5-2400 


420 Lexington Ave., New York 17, N.Y. MUrray Hill 9-6620 


1709 West Eighth St., Los Angeles 17, Calif. DU 2-8576 
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Media/scope? 


buy advertising — and for nobody else. 


| most efficiently concentrated magazine audience. 


just newspapers or radio or tv — suits modern 


advertisers to do this with an efficiency unique in the 
field. Media/scope Readership Analysis No. 1 sub- 
stantiates this. Ask to see it. 

Media /scope’s Progress Report, now in preparation, 


will show how, in less than a year: +. 


e Paid subscriptions have gone from zero to 20% of 
our 15,000 circulation. 

e No other publication achieves concentration of cir- 
culation in the media buying area as high as 
Media /scope’s 94%. 

e Media advertisers have been quick to appreciate 
the value of the Media /scope editorial concept. 


For a penetrating examination of modern media-buy - 
ing practices, a discerning look at the entire field of 
advertising publications available to media advertisers, 
and specifics about Media/scope’s unique editorial 
approach, write for your copy of the forthcoming 


Progress Report. 


media Advertisers 


-_ 


Inside Media/scope 
for August 


What About an Annual Award 
for Creative Media Buying? 


Dr. E. L. Deckinger (featured on 
cover), one of the most respected media 
directors in the business explains why 
he thinks an inspired media buy has 
just as much right to formal recognition 
as an inspired advertisement. 


Media Strategy Behind Rise 
of the Rambler 


Rambler is the only American car to 
increase its sales this year. Here’s the 
creative media plan that helped spark 
Rambler’s phenomenal success. 


Spot Radio Buyers Have a Right 
to Question Programming 


Guild, Bascom & Bonfigli is right in the 
middle of the dispute between agencies 
and radio reps on the content of radio 
programming. Ernest J. Hodge one of 
GB&B’s top vice presidents strikes a 
blow for the buyer’s point of view. 


What Right Timing Means to 
Farm Market Advertising 


Here’s an analysis of one aspect of 
media planning which has been rela- 
tively neglected—timing. A vice presi- 
dent of Marsteller, Rickard, Gebhardt 
and Reed offers tips widely applicable 
to any product field. 


How to Handle Short Rates 
and Rebates 


Morton J. Simon, expert on legal 
aspects of advertising, provides every- 
thing you need to know to conquer the 
confusion arising from placing fewer— 
or more—insertions than you originally 
contracted for. 


Media Buyers’ Check List 

for Spot Television 

The third in Media/scope’s series of 
indispensible guidance charts for media 
buyers. This installment—on spot 


television—is one no media planner 
can afford to miss. 


First Six Months’ Rate Changes 


Harry J. Johnson shows which way 
media rates are going, and how fast. 
Complete story in chart form for 1958’s 
first half. 


These, and a dozen other month! 
features and departments, wi 
interest you if you want helpful 
ideas about media. To subscribe, 
write Media/scope. Introductor 
rate $2 per year (regular rate will 
be $3 after Sept. 30). 
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Norins Lists His 
Candidates for Best 


Radio Commercials 


Cuicaco, Aug. 5—During the 
three-day Summer Workshop on 
Creativity in Advertising spon- 
sored by ADVERTISING AGE, Hanley 
Norins, vp and copy director of 
Young & Rubicam, New York, sin- 
gled out radio commercials for the 
following products and services as 
“outstanding” and lauded the agen- 
cies and packagers that produced 
them: 

Bufferin—Arthur Godfrey for 
Young & Rubicam. 

Cresta Blanca—Created by Ar- 
thur J. Daly, orchestrated by Mor- 
ton Gould, for William Weintraub 
(now Norman, Craig & Kummel). 

Dodge—Grant Advertising. 

Electronically Treated Sounds— 
Erie Siday. 

Ford—J. Walter Thompson Co, 

Hoffman—Grey Agency. 

“Imagery Transfer” Examples— 
Courtesy of M. J. Culligan, NBC. 

Johnson & Johnson Baby Sham- 
poo—Young & Rubicam. 

Lipton Tea—Young & Rubicam. 

Marlboro—Leo Burnett Co. 

Midas Mufflers—Bozell & Ja- 
cobs. 

Nash Rambler—Geyer Advertis- 
ing. 

Nestle’s—Created & produced by 
Scott-Textor for Cecil & Presbrey. 

Northwest Orient Airlines—Cre- 
ated & produced by Goldswan 
Productions for Campbell-Mithun. 

Pycopay—Created & produced 
by Scott-Textor for Cecil & Pres- 
brey. 

Simmons—Art Hellyer of WCFL, 
for Young & Rubicam. 

Slenderella—Management Asso- 
ciates of Connecticut Agency; mu- 
sical theme by Larry Wellington. 

“Unprotected Listening” Exam- 
ple—Courtesy of Frank Nesbitt, 
CBS. 

White Rose Tea—Anderson & 
Cairns, ~ “ 

White Owl Cigars—Young & Ru- 
bicam. 

Ajax—Created by Sherman & 
Marquette Agency, produced by 
Goldswan Productions. 

Beech-nut Gum—Young & Ru- 
bicam. 

Benson & Hedges—Benton & 
Bowles. 

Borden’s Coffee—Created by 
Goodman Ace for Doherty, Clif- 
ford, Steers & Shenfield. + 


100,000 
TRUCK FLEET 
EXECUTIVES 


... and management men 
with a stake in the trucking 
business read TRANSPORT 
TOPICS every week. Our 
recent readership survey 
(completed January, 1958) 
showed TRANSPORT 
TOPICS has 4.4 readers for 
each copy. Readership based 
on a 6-month average cir- 
culation of 22,743 for the 
period ending December 31, 
1957*. 

Once a month —every 
third Monday—paid circula- 
tion is augmented by con- 
trolled distribution to some 
6,200 additional motor car- 
riers. Readership of third- 
Monday editions is 127,000. 
TRANSPORT TOPICS is 
the national newspaper of 
motor freight carriers —a 
$6 billion truck fleet market. 
*Subject to audit. 

Copy of paper sent airmail on request 


Grausport Topics 


Washington 6, D.C. 
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ENSEMBLE—Prince Gardner Co. will 
feature matched sets in its fall 
drive with color pages in Esquire, 
Holiday, New York Times Maga- 
zine, Seventeen and The Saturday 
Evening Post. Grey Advertising, 
New York, is the agency. 


|‘Freight Traffic’ Merged 
with ‘Railway Age’ 
Simmons-Boardman Publish- 
ing Co., New York, effective with 
the September issue, will discon- 
tinue publishing Railway Freight 
Traffic as a monthly and will 
merge it with Railway Age, a 
weekly publication. Starting with 
| the Sept. 29 issue, Railway Age 
| will include a “Freight Traffic” 
editorial section in the last issue of 
| each month. There will be no 
pene in ad rates this year. 


| 
i 
| 


i 

| Bransby Incorporates 

John Bransby has announced the 
incorporation of his film produc- 
tion company organization under 
the name of John Bransby Produc- 
tions Ltd., New York. Officers of 
the new corporation are John 
Bransby, president and executive 
producer; John Campbell, vp in 
charge of production; Mae Rey- 
nolds, treasurer, and Lee Sten- 
strom, secretary. A feature of the 
reorganization is stock ownership 


by all key employes. 


Department Store Sales... 


3% Gain in Week Ending Aug. 2 


WasHINGTON, Aug. 7—Depart- 
ment store sales across the country 
for the week ending Aug. 2 were 
3% ahead of sa!es for the similar 
week in 1957, according to the Fed- 
eral Reserve Board. 

For the four weeks ending Aug. 
2 sales were 3% ahead. For the 
year to that date sales were lag- 
ging by 2%. 


= Seven of the 12 FRB districts 
reported gains for the week with 
Boston leading with 15%. The 
others reporting gains were New 
York, 4%; Philadelphia, 8%; Rich- 
mond, 5%; Atlanta, 11%; St. 
Louis, 5%, and Kansas City, 1%. 

San Francisco reported no 
change and losses were reported 
by Cleveland, 1%; Chicago, 1%; 

inneapolis, 1%, and Dallas, 4%. 

A detailed breakdown of district 
sales for the week ending Aug. 2 


will be available next week. For 
the previous two weeks sales broke 
down as follows: 


% Change from '57 
Week Ending 


Federal Reserve July July 
District, Area, and City 19 26 
UNITED STATES .............0000.0 +2 +3 
Boston District ................... +u4 +7 
Metropolitan Areas 
NESE CO es +17 +9 
Downtown Boston +19 +7 
Suburban Boston .. +14 +13 
Cambridge ........... +15 +24 
Quincy ........... +14 +11 
IT i ns tcicliecipbenoosenceosanitind +5 —10 
City 
Sprimg™*iela  ........0.......0-00+s00 +4 —5 
New York District .................. r+ 7 +2 
Metropolitan Areas 
SIE ‘cancestsesconsnctecccmnecanvsenanoes 0 —4 
New York-N.E. 
New Jersey +4 
Newark .......... — 1 
a + 32 
RnR » + rane 1 
BYPRCUBS oncceeeccecenceseeeee —8 
Philadelphia District .. + 5 


Metropolitan Areas 


ota 
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aged 


CHAMPION 


THE SUN NEVER 


SETS 


ried 


This summer’s best-dressed beachcombers will wear more sun tan than anything 
else. But the quality products that accompany them most often will be distinctively 
dressed in cartons of Kromekote® Cast Coated Folding Board. Its mirror-like 
surface is superlative for single or multi-color reproduction. This, with its excellent 
folding and embossing qualities, makes it the finest of its kind in the packaging 
field for such items as cosmetics and pharmaceuticals. 


THE PACE IN 


CHAMPION? PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY e HAMILTON, OHIO 
District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 
Cincinnati, Atlanta, Dallas, and San Francisco. Distributors in every major city. 


PAPERMAKING 


SETS...ON CHAMPION 


Quality coated and un- 
coated papers for books, 
magazines, envelopes, 
labels, boxwraps, greet- 
ing cards, business forms, 
tags, tablets, food packag- 
ing, and many other uses. 


>, 


8 
3 


= 


(NORE FB 


Avedon 


PAPERS 
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Department Store 


Sales Barometer 


Change from 1957 


Week Ended 
Aug. 2, ‘58 


+3% 
-2% 


Jan. 1, ‘58 to 
Aug. 2, ‘58 


Wilmington +3 
Trenton — 6 
L st +10 
Philadelphia + 6 
Reading + —4 
RI, Si diaicinccecistastateceseonnen r+15 +12 
Wilkes-Barre—Hazleton .. r+ 4 —6 
Cleveland District .................. —1 —?2 
Metropolitan Areas 
Lexington +1 
Akron —5 
SID ‘dimetaphietnmneticninctencasenaion ill 
Cincinnati + 6 
Cleveland —7 
Downtown Cleveland ... —13 —16 
IED. sscscecesscvensetertneneenion +8 +3 
Springfield —3 —7 
Youngstown —l1 —13 
Erie 0 — 4 
ES Siniiseectintesccrecncennts +1 +2 
Downtown Pittsburgh ... + 1 +1 
Wheeling-Steubenville .. + 6 —5 
Richmond District ................ + 3 +7 
Metropolitan Areas 
Washington r+ 4 +11 
Downtown Washington r— 3 +9 
TN  sittiesapencciiticerenesctene +4 +17 
Downtown Baltimore ... + 1 +4 
SEED sacnidinbsinpesesscinechesse 0 0 
Atlanta District +6 +6 
Metropolitan Areas 
Birmingham . ......0.....006 +1 +1 
Mobile .............. +9 +7 
Jacksonville ® +4 
Miami +32 + 6 
Downtown Miami ............ +1 0 
IED eisicicotennerecen +8 ° 
Augusta ........... +5 +3 
New Orleans —3 —1 
Knoxville ............ +1 ° 
Chicago District —? —4 
Metropolitan Areas 
RIED > sinsnsdnsisiteontioremipnneieennasee —1 —2 
Indianapolis ... — 5 —13 
| —4 —9 
Grand Rapids ... +1 — 6 
Milwaukee ......... —2 -- 5 
St. Louis District .................... rm 4 + 3 
Metropolitan Areas 
Little Rock 6 +4 
Louisville 2 + 5 
St. Louis 5 +2 
Memphis 6 +9 
Minneapolis 0 —6 
Metropolitan Areas 
Mpls.—St. Paul .................... 0 6 
Mpls. and Suburbs .......... +1 —7 
Ss 9S — 2 —3 
Cities 
Duluth-Superior ................ —6 —8 
Kansas City District ............ +1 +10 
Metropolitan Areas 
BS Gis desiicestitiesssssssenstientnien +25 +24 
Topeka —4 +1 
IN Saiescicdhinisiewesevicenesetintinie —15 — 8 
Fe —15 +1 
St. Joseph ....... —12 +2 
Albuquerque ..... +17 +15 
Oklahoma City .................... —7 +9 
+40 
—1 
+11 
+9 
+16 
FOIE PUI: icescacnceresscncsicesteese —4 +13 
t —23 +11 
San Antoni +4 +10 
San Francisco District .......... 6 r+3 
Metropolitan Areas 
Los Angeles-Long Beach 4+ 2 +5 
Downtown Los Angeles — 7 —4 
Westside Los Angeles .. 0 +16 
BACTAMMESTIG ....:cvccceesesecsssseecees — 5 +6 
CID Soak ticidiatennsescces 0 +11 
San Francisco-Oakland . + 3 —4 
San Francisco City .......... +1 +3 
Oakland —9 —26 
Portland - +4 +2 
Salt Lake City . —4 +3 
Seattle ................. . —8 —7 
Spokane +7 +1 
PIN vicstintsissstanicninrncsstsbipeess —6 —3 


r—Revised. *Data not available. 


Schenley Promotes Feldman 
Ernest Feldman, formerly as- 
sistant sales manager of the Schen- 
ley brands of elegance division of 
Schenley Distillers Co., New York, 
has been appointed assistant mar- 
keting director of Schenley Dis- 
tillers Co. In his new position, Mr. 
Feldman will report to Walter 
Jahn, marketing director, as a 
brand coordinator for the various 
Schenley selling divisions. He will 
also act in a liaison capacity with 
distributors of Schenley products, 
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Judge Declines to 
Consider Retrial of 
Wé4L-Schick Ruling 


PHILADELPHIA, Aug: 6—Judge J. 
Cullen Ganey, who recently ruled 
that the cotton test idea conceived 
by Warwick & Legler for its former 
client, Schick Inc., belonged to the 
agency, has denied a motion by 
Schick for a new trial and opening 
of the judgment. 

Theodore Miller, of Dunnington, 
Bartholow & Miller, counsel for 
Schick, told ApveRTISING AGE today 
that the decision would definitely 
be appealed to the U.S. court of 
appeals. He declired any further 
comment. 

In the decision three months ago 
(AA, May 12) Judge Ganey grant- 
ed a permanent injunction pro- 
hibiting Schick from using the 
cotton test idea on the grounds 
that he was “unpersuaded” that 
the idea was independently con- 
ceived by Schick’s present agency, 
Benton & Bowles. 

In essence, the cotton test is a 
demonstration whereby a closely- 
shaved area doesn’t pick up any 
cotton lint, a poorly shaved area 
does. In its suit, begun last fall 
(AA, Oct. 28, et seq.), Warwick & 
Legler contended that it had sug- 
gested the idea to Schick in De- 
cember, 1956, when the shaver 
manufacturer was a W&L client, 
and it had been rejected. After 
Schick went to Benton & Bowles 
a cotton test ad was run, and 
Warwick & Legler sued on the 
ground that unused, unpublished 
ideas were the agency’s property. 


s In his decision this week Judge 
Ganey denied a motion to reopen 
the trial so that Schick could call 
certain “key personnel” to the 
stand for testimony concerning the 
“independent conception” of the 
idea. Schick said these people 


. 
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LEAFLET DISPLAY—Otarion Listener Corp., Ossining, N.Y., uses this 

easel-type Plexiglas display which, it says, is easy to clean and 

keeps leaflets visible and orderly. The display includes a porcelain 
figurine of “The Listener,” Otarion’s trade character. 
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would include Charles Whitmer, 
advertising manager; Paul G. Gar- 
rity, vp in charge of sales; O. A. 
Petty, vp and assistant to the presi- 
dent of Schick; John Maisano, 
field sales manager, and William J. 
Ryan, secretary and treasurer. 

In denying the motion the judge 
said: “All of these witnesses were 
available both at the hearing on 
the preliminary injunction as well 
as at the final hearing and were 
not called (with one exception, 
whose testimony was taken in 
absentia) ... The calling of ‘key 
personnel’ to give testimony now, 
though formerly available—hav- 
ing sat in the courtroom and lis- 
tened to the evidence—to substan- 
tiate an issue presently heightened 
in importance as a focal point of 
inquiry, would make its evaluation 
extremely difficult. . . 

“Such testimony would weigh 
little, if anything, in this court’s 
judgment, as the possibility of 
unconscious suggestion by reason 
of their intimate knowledge of the 
facts precludes any probative 
value it might otherwise have. 

“Accordingly, the motion for a 
new trial as well as the defendant’s 


motion for opening of the judg- 
ment are denied.” 

The original Warwick & Legler 
complaint also called for an un- 
stated amount of damages to be 
awarded. According to Felix H. 
Kent, of Lawler & Rockwood, 
counsel for Warwick & Legler, it 
was “mutually agreed” by the 
plaintiff and defendant to post- 
pone hearings on damages until 
other matters were disposed of. # 


Zakin Names Tore, Sweet 
Zakin Co., New York, has ap- 
pointed Robert Tore to its art de- 
partment and Donald A. Sweet an 
account executive. Mr. Tore for- 
merly was on the art staff of Zlowe 


Co., Philip I. Ross and the Graphic | 


Arts Center. Mr. Sweet previously 
was with G. M. Basford Co. 


Zimmerman Joins McCann Unit 
Robert L. Zimmerman has been 
appointed manager of the Chicago 
office of Communications Coun- 
selors Inc., public relations arm of 
McCann-Erickson. Mr. Zimmerman 
formerly was Chicago representa- 
tive of Dudley-Anderson-Yutzy. 


Celotex Names Storey, 
Burlingame to Ad Statf 

Celotex Corp., Chicago, manu- | 
facturer of accoustical and al- 
lied products, has named Car! Bur- 
lingame and Alan Storey to its 
advertising staff. Mr. Burlingame 
formerly was advertising manager | 
of Elmer Wheeler Sales Training 
Institute. Mr. Storey was a copy- 
writer for Fulton, Morrissey Co., 
Chicago. | 


I {ots a Mas Wort! 


That’s What Advertisers Reach in 


She Sporting News 


Baseball Weekly —St. Louis, Mo. 
vt aeaaee Copies Weekly 
With 98% Male Readership 
Largest Newsstand Sale of Any Sports Weekly 


Fublished Weekly Since 1886 —70 Continuous Yeors 


¥%& 31st in the nation in spendable income per household! 
% 2nd largest machine tool center in the world! 


%& 11th in the nation in postal savings! 
Remarkable Rockford, Illinois is a market that can 
mean real profits for you. It is a growing industrial 
community . . . surrounded by a rich agricultural area. 
For full details write for new FACTS BOOK! 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Where do you get BETTER SERVICE than at P& A? 


PARTRIDGE & ANDERSON COMPANY 


eeseeee eee eee 712 Federal Street, Chicago 5—Phone HArrison 7-3732 ssseeeeeneeee 


Beepeepepeepeepeuepeuepeuepeupeueroeeaepeepeuepeuepeuepeeeeeaeaeaeeeeaeeaeeeuepeuepeepeaeeeaeeeeeeeaeeaeaeseeeeseuseeaes 


FOR: 


ELECTROTYPES, NICKELTYPES, PACOTYPES, 
STEREOTYPES, MATS, R.0.P. COLOR MATS, 
THERMOSETTING MAT PATTERNS, 
AND PLASTIC PRINTING PLATES, T00! 


(MOLDED FROM TYPE FORMS) 
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more 
doorbells ? 


Parade 


... that’s who 


PARADE gives advertisers door-to-door coverage 
in some 2900 markets . . . more than 8 million 
families across the country . . . over 16 million 


readers .. . at low cost-per-thousand. 


PARADE ...THE SYNDICATED SUNDAY MAGAZINE SECTION OF 59 FINE AMERICAN NEWSPAPERS 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 
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Woolf: Production of Ideas 


C.M. Prefers Copy to Corn 


Butler: Helptul New Tint Guide 


Admen Hop on ‘Subliminal’ Critic 


Mr. Advertiser! Here Are Some Questions This Agency 
Man Wants Answered Before He Takes Your Account! 


Some of the questionnaires developed by clients for posing to pro- 
spective agencies violate all the notions of propriety and business 
ethics, this account executive has decided. So here he turns the tables 
—and presents a list of 22 searching questions he thinks an adver- 
tising agency ought to ask of a prospective client before taking on an 
account. He isn’t serious, of course... or is he? 


By I. C. Roll 


Account Executive, Fuller & Smith 
& Ross, New York 


We've all heard, in recent years, a cry 
among us for recognition by the outside 
world as a true profession. We have 
heard adworld speakers at all kinds of 
business luncheons demanding equal sta- 
tus as professionals with surgeons and 
lawyers and accountants. And yet the 
more we beseech, the further we veer 
from our goal. The more we ask for rec- 
ognition as professional advertising coun- 
selors, the less we act like professionals 
in the eyes of those who can bestow upon 
us such a status, the business world. 

A few weeks ago, a leading corpora- 
tion, seeking a new agency affiliation, 
prepared a list of 73 questions for pros- 
pective agencies to answer before they 
would be considered for the $4 million 
account. The questionnaire, to be sure, 
contained many legitimate questions 
about organization structure, facilities, 
billing policies, client list, stability, out- 
standing campaigns, ete. On the other 
hand, the “quiz,” as ADVERTISING AGE de- 
scribed it, contained questions which re- 
quired answers grossly unprofessional, 
unethical, and far outside the reasonable 
scope of professional client-agency inter- 
relationship. Several were downright none 
of their business. Yet more than 30 lead- 
ing agencies played the game of patsy 
and puppet and answered all questions. 


a We have heard, all of us, the analogy 
of the patient asking the prospective sur- 
geon on his case to state his background, 
show examples of successful operations, 
describe his techniques, etc. Or of the 
lawyer being asked to submit, in advance, 
some idea of how he would address the 
jury when the case came to trial. Ri- 
diculous? Of course. Yet we fall into the 
same trap. 

Using the corporation’s 73-point quiz 
as a guide, I would like to propose a 
questionnaire for all agencies to submit 
to prospective clients prior to acceptance. 
After all, what cooks the goose can cook 
the gander as well. 


Questionnaire for 
Prospective Clients 


1. Who comprises your executive group 
and how long has each been with your 
company? Enclose resume of each. 


2. What advertising experience do your 


management people have? 

$3. Give a list of customers you have 
lost in the past five years and state why 
each was lost. 

4. Do you believe that heavy “invest- 
ment” fees in advance of agency perform- 
ance is good business or poor business 
for the client? 

5. Have you ever traded a small agen- 
cy for a larger one? If so, please explain 
why. 2 

6. Outside of your own company, name 
the five competitive companies in your 
field that you feel are the best generally 
managed. 

7. Tell us why you think your products 
are superior to your competitors’. 

8. Assuming everything submitted to 
you by the agency represents their best 
creative efforts, do you insist on making 
changes in any way? If so, state why 
and under what circumstances. 


s 9. What are your company’s views 
regarding creativity and the role it plays 
in your company, in your agency-client 
relationships, and in the selling of your 
goods? 

10. In your company, who decides 
which advertising ideas and plans are to 
be accepted? Give his complete back- 
ground. 

11. Who decides how much money will 
be spent on advertising and related ac- 
tivities? If more than one person is in- 
volved, please state their complete back- 
grounds and their qualifications for mak- 
ing decisions of this nature. 

12. Show us two examples of new 
products that were introduced by you 
and failed to succeed. State why in your 
opinion you were not able to make a 
success of them. 

13. State the relationship between 
your advertising manager and top man- 
agement. What is your management’s 
view of the role of advertising in the suc- 
cess of your company? 

14. Do you feel that advertising, suc- 
cessfully launched, can substantially help 
a poor product? 


# 15. Give five examples to indicate how 
you test product performance, and the 
effectiveness of each. How important do 
you really regard product testing? 

16. What do you consider some of the 
most outstanding competitive products on 
the market? 

17. Give your philosophy of market- 


by-market introduction versus nation- 
wide introduction of a new product, to- 
gether with appropriate examples of 
experience you have had, successful or 
not. 

18. Would you be willing to allow us 
to handle one medium of your advertis- 
ing, selected by us, as a test of your prod- 
uct’s saleability? 

19. Give us a list of five customers 
who are inost closely associated with you 
and can give us a recommendation on 
your corporate abilities, management sta- 
bility, future probabilities, merchandising 
philosophy, product worthiness, etc. 

20. How is your company run? 

21. Show us two examples of sales 
programs and the part they played in 
soliciting new business that failed to pro- 
duce new business. 

22. What have you found to be the 
shortcomings of your product? 

* a. * 

If any of these questions appear to be 
inane, presumptuous, unprofessional, un- 
answerable or insulting, you are quite 
right. Yet every single question is either 
a paraphrase or an adaptation of the spe- 


cific questions asked by this advertiser 
of the agencies soliciting his account. And 
what hurts is that they are being an- 
swered. 


= Isn’t it time to say enough to this kind 
of foolishness? Isn’t it time the agencies 
refused to be subjected to this kind of 
subservience? 

Advertising agencies, after all, operate 
in a glass cage every day. Their clients, 
their efforts, their successes and failures 
are a matter of open record. How an 
agency chooses to manage its own affairs 
is no one’s business but its stockholders’. 
What an agency chooses to reveal to a 
prospective client is clearly its own pre- 
rogative. Obviously, its chances should 
rise or fall on the basis of its past and 
present results for other clients. In the 
final analysis, that’s what the wise ad- 
vertiser is interested in, nothing more. 


= If this sounds naive, it is naive only to 
those agencies and agency men who are 
willing, by default, to perpetuate a feudal 
relationship. It’s time the agencies and 
their clients entered into negotiations and 
partnerships with mutual respect and 


The Admen and the Housewife 


The ads for home permanents never explain 
How the girl with the coiffure that charms 

Can manage the gadgets. I’ve tried ’em in vain 
And the least that you need is eight arms! 


—Doris Herold Lund 
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confidence and as co-equals in every re- 
spect. It’s time the agencies acted like 
professional counsel, and insisted on be- 
ing regarded as such. The new business 
activity is a good place to start. 

Let’s say to our prospects, in effect: 
“Gentlemen, we thank you for inviting 
us to solicit your account. We are most 
certainly interested in becoming your 
advertising and marketing counselors, 
and we believe we are well qualified to 
provide these professional services. We 


are submitting a brief which contains all 
of the pertinent facts which, in our opin- 
ion, relate to our ability to provide you 
with outstanding service. In addition, we 
will be most happy to meet with you to 
answer, in person, any other questions of 
a professional nature which bear directly 
on our qualifications.” 


s Let’s have no more questionnaires or 
quizzes. Let’s be professional, and stand 
on our professional record. # 


Mail Order and Direct Mail Advertising ... 


Experts Know that Personal Touch 
Adds Answers and Profits 


By Elon G. Borton 

The Sears reminder card case (dis- 
cussed in this column July 7) illustrates 
how experts in direct mail usage take 
advantage of a dominant trait in human 
nature—the desire to be (or seem to be) 
singled out from the 
mass. It also illustrates 
one advantage of direct 
mail over most adver- 
tising media in its abil- 
ity to carry this per- 
sonal touch. 

All of us like to be 
recognized and to be 
(or seem to be) the ob- 
ject of direct interest 
to the advertiser. The 
personal salesman who calls us by name 
has a favorable start toward his sale. 
And direct mail starts with the advantage 
of being usually addressed to the recipient 
by name. 

But the experienced direct mail man 
knows many ways to add to this personal 
touch of name addressing or to get some 
of this intimate approach even if his mail- 
ing does not permit individual addressing 
by name. 

The most intimate approach by mail 
would be, of course, a real hand-written 
letter. But strangely enough a simulated 
hand-written letter (even though printed 
or lithographed) usually increases replies. 
Or a hand-written postscript or attached 
memo in handwriting or even a hand 


Elon G. Borton 


Employe Communications... 


New Faces in 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Even those communications people 
whose budgets were hardest hit during 
the recession are now beginning to con- 
cede that the heat is lessening. There is 
less recession talk around the plants, 
based on a slow upturn in business gen- 
erally and the significant re-hiring that 
is taking place in many areas. Business 
is still a long way from the target, but 
the optimism is apparent. 

During the recent lean days, communi- 
cations as a science of conversation with 
employes has undergone a few changes. 
Some of them were consessions to a 
tighter budget; others were born of a 
realization of new needs in communica- 
tion. 

The axe fell on a few of the plushier 


“ written correction of a mistake, and any 


one of the three may be simulated, will 
get added attention and results. 

The principle is to seem somehow to 
have singled out the recipient for special 
attention and to have done something spe- 
cial for him. 

Thus three mailings on my desk right 
now—Publishers Clearing House, Par- 
ker Publishing Co. and Réelaxacizor—con- 
tain supply cards or certificates already 
filled in with my name and address. A 
Nation’s Business _ subscription-getting 
letter has a facsimile hand written note 
down one side. A Look solicitation letter 
carries a seeming hand-written note 
across the top “Be my guest! Les S.” and 
also a return certificate carrying my 
name. 


s Milt Franks of the promotion depart- 
ment of the New York Times sent me 
some time ago some printed promotion 
pieces whose enjoyment to me was in- 
creased by a little personal note from 
Mr. Franks. Robert Stone of the National 
Research Bureau takes advantage of this 
personal touch in two ways in a recent 
mailing. The letter has a simulated hand 
written note in red across the front top 
and the p.s. cleverly offers my secretary 
(if I order the book being sold) a free 
Handbook for Secretaries. You can bet 
90% of the secretaries will see that the 
mailing gets to the top of the boss’s pile 
of mail. + 


Communication 


journals for employes. These were un- 
duly lavish in most cases, and at a time 
when employes were being pink-slipped 
or cut to four and three days a week, it 
seemed hard for a management to justify 
an obviously costly publication. Some 
consolidations were affected in company 
publications, and out of it all came a 
revival of the tabloid newspaper. 

The tab newspaper has several good 
features, low cost being its principal ad- 
vantage over the magazine. The tab can 
be produced in infinitely less time than 
the standard magazine. Its layout costs, 
if professional help is used, are either 
reduced or eliminated. Postage is less. 

The time factor is important in com- 
munication; here’s where the tab has it 
all over the magazine. No monthly or 
bi-monthly magazine can be depended on 
to carry news of any real current in- 
terest, but a tabloid can, because its 
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The Creative Man’s Corner... 


1m aren ue fatane 


man cameras. The Leica. The Rollei. 


acclaim? 


more attractive? # 


What Goes On Here? 


Up to the appearance of this particular ad, the Polaroid Land Camera cam- 
paign has been really terrific. Clean, sharp photos of a policeman or a fireman 
taken by a Polaroid camera. Proof positive that the Polaroid camera can do a 
job every bit as clean as a regular camera. And we mean the best of the Ger- 


This ad, however, begins to reflect the advertising man rather than the 
product. The Polaroid ads, getting a lot of acclaim, as they should, began pos- 
ing a problem: how could they be bettered? How could they achieve more 


So the admen took one of the corniest of all advertising situations: the 
weak, unattractive male attracting females through the use of the product— 
while the strong, physically attractive male goes unnoticed. Let’s face it. This 
is so much—what shall we call it? Balderdash? 


Another extreme attempt is made to attain individuality. No copy—no copy 
at all—is used. Why? To be different? Or to do a genuine selling job? How 
many people, seeing this ad, derived from it the fact that Polaroid gives you 
a positive print in 60 seconds? How many people wanted to know how much 
a Polaroid costs, and were disappointed because they didn’t find out? And how 
many people felt that ownership of a Polaroid would make them sexually 


preparation time can be whittled down 
from days to hours. So the tabloid news- 
paper—monthly, bi-weekly and weekly— 
has emerged as a strong communications 
factor in a time of recession, and the 
chances seem good that it will stay 
around. 


= With economy on management’s mind, 
the newsletter for employes took on a 
new value. And, because situations in 
plants changed swiftly during the reces- 
sion, some medium of fast communica- 
tion was needed. Dozens of presidential 
letters were started during the recession 
and converted later to newsletters for 
regular distribution to employes. 


= It’s a bargaining year, and the news- 
letter has its uses in conditioning em- 
ployes to the subjects to be handled at 
the bargaining table. Two years ago the 
typical newsletter shied away from bar- 
gaining topic talk. Today many news- 


letters are meeting the issues head on, 
because the pressures for wage increases 
are heavy this year and many manage- 
ments feel that the lean times and the 
doubtful future don’t justify them. 


= The supervisory meeting has received 
a tremendous impetus from the reces- 
sion. In plants where such gatherings 
were purposeless, hit-or-miss affairs, 
they have suddenly become regular, fact- 
packed conferences. Supervisory morale 
skidded dangerously during the recession 
(some supervisors were “bumped” back 
into the bargaining unit; others took 
steep pay cuts after having worked over- 
time for years, as “management men,” 
without added compensation) . 

The changes that have taken place in 
communication are practical changes, 
tailored to meet the times. Now that the 
emergency seems about over, it appears 
that some of the new faces will be in- 
vited to remain. # 
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Pe: 


“How did you come to pick that particular brand, Martha?” 


“Well, when the salesman read me what 
McCall's Use-Tested Tag said about it, | 
knew it was just 


the one | was looking for." 


IT’S A FACT: week after week, in store after store 
across the country, retailers are finding that McCall's 
Use-Tested Tag helps them:close sales. 


That’s because the Use-Tested Tag is designed, in a 
way that’s unique, to sell merchandise at the point 
of sale. Here’s how it works: 


@ Each Use-Tested Tag contains a feature-by-fea- 
ture endorsement of a product, based on exhaus- 
tive tests which duplicate typical home uses of 
the product by the homemaker. 


@ The tag is written in friendly, non-technical lan- 
guage that the consumer can quickly understand 
— tells her what the product will do for her in 
her home, instead of giving just a vague blanket 

~ endorsement. 


® Each Use-Tested Tag has behind it the powerful, 
impartial authority of McCall’s Magazine, which 


reaches more than 5,300,000 top prospect families 
every issue. 


@ Each Use-Tested Tag acts as a silent salesman- 
when the retailer is not on the floor, and gives 
him potent and convincing sales talk material when 
he is. 


If you'd like to learn how to put the power of 
McCall's Use-Tested program behind your prod- 
uct, write to McCall's, 230 Park Ave., New York 
17, N. Y. — or see your McCall’s representative. 


MeCalls 


The magazine of Togetherness, 
reaching more than 5,300,000 women 
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On the Merchandising Front... 


Coming—a Gay ‘90s Fad 


By E. B. Weiss 


The psychologists undoubtedly have the 
explanation for it—as they have for just 
about everything—and maybe it is true 
that our people are yearning for the sim- 
pler way of life, although I purely doubt 
it. But I am reasonably 
certain, whatever the 
motivating factor or 
factors, that a fad is 
developing which in- 
volves bringing back to 
market replicas of 
products that made life 
gay in that era of sev- 
eral decades ago loose- 
ly described as the 
Gay '90s. 

Example: A group of entrepreneurs has 
announced plans for putting back into 
production an Oldsmobile model original- 
ly made shortly after the turn of the cen- 
tury. Another small company plans to 
bring out an almost exact replica of a 
1903 car which even this old-timer can’t 
recall—the name is the Surrey and ap- 
parently this horseless carriage was 
something of a rage in 1903 (the only 
concessions to this soft age will be a self- 
starter and a few other minor gadgets 
compelled by highway law). Perhaps 
some day soon plans will be announced 
for production of the Model T or the 
Model A. 


E. B. Weiss 


s Example: The gas industry, which has 
staged a remarkable comeback and which 
is giving the electrical appliance industry 
more than a bit of concern, reports that 
the gas light is returning. The fad started 
with outdoor gas lighting; now it is 
spreading indoors. I should point out 
that today’s gas lights tend to be almost 
exact counterparts of their long-ago pro- 
genitors. 

These are my two major examples. 
And I admit that two examples hardly 
constitute a great national fad—particu- 
larly when the two examples are being 
sponsored, at the moment, by rather 
small manufacturers. 

However, it is clear that the total 
world of fashion and style has been tend- 
ing back to the inspirations of the early 
part of the century. In home furnishings, 
for example, it is now considered quite 
the thing to mix traditional and contem- 
porary—and traditional has lifted its per- 
centage of the total in a substantial way 
over the last few years. Parquet flooring 
is coming back. I am told that even the 
all-white kitchen seems to be on the way 
back—and while the all-white kitchen 
may not be typical of the Gay ‘90s, it 
does suggest that the “climate” is right 


Tips for the Production Man... 


for a return to that presumably carefree 
era. 


s But I am thinking more about a devel- 
oping market for a variety of items that 
will be reproduced almost precisely as 
they were made when Admiral Dewey 
was our national hero and Spain was 
made horribly ashamed for having sunk 
the Maine. I have a hunch—how “disci- 
plined” it is, I can’t say—that a fad is 
developing for these Gay ’90s reproduc- 
tions. I think reproductions of early mod- 
el autos and of gas lighting fixtures will 
lead the way. And, in time, reproductions 
of other turn-of-the-century items will 
appear on the market. 

I don’t know whether this fad will 
have its genesis in a growing disapproval 
of much modern merchandise (poorly de- 
signed, poorly made, poorly inspected), 
or in a growing desire for economy (those 
early autos could make 35 miles to a gal- 
lon and repairs didn’t bankrupt the car 
owner) or, as the psychologists would 
have it, a flight from nuclear dangers to 
the presumably placid existence of the 
90s. (I note that Father, in “Life with 
Father,” got just as tense when the New 
Haven had a small wreck as we do when 
another hydrogen bomb is exploded.) 
Maybe the motivational experts will 
trace it to a desire to return to the safety 
of the womb—apparently a very lovely 
abode. 


s But when I see color come back to 
women’s hosiery—when I see long hair 
and wigs returning—when I see men’s 
suits return to narrow shoulders, three 
buttons, and tapered trousers—when I 
see wall-to-wall carpeting give way to 
“more wood’’—and when I note the grow- 
ing belief that things were made better 
years ago, I conclude that the auto re- 
production pioneers and the gas fixture 
pioneers are the advance guard of a de- 
veloping fad for Gay ’90 reproductions. 

Maybe even the old-time iceman will 
come once more. One of my early recol- 
lections involves emptying the basin of 
water under the old icebox. These creak- 
ing bones would not find that chore quite 
so easy as it was circa 1910, but fads pay 
little heed to practicality. 


s In any event, keep a weather eye on 
the reproduction of old-model autos and 
of old-model gaslight fixtures. If these 
replicas of the Gay ’90s catch on, you can 
almost bank on a fad of national dimen- 
sions—and even though the fad may be 
short lived (as fads usually are) it should 
provide a grand ride for some merchan- 
disers while it lasts. + 


Useful New Tint Guide Kit 


By Kenneth B. Butler 

Useful to any production man are the 
various charts showing tint variations 
from solid colors that are obtainable 
through screening of backgrounds. The 
gradations shown by these charts make it 
easy to select the percentage of screen 
(10% right on up to solid) which is best 
in any situation. 

These guides are put out by engravers 
and ink companies, usually free of charge. 


= A new one has come to my attention, 
put out by Jahn & Ollier Engraving Co., 
817 W. Washington Blvd., Chicago 7. I like 
it not only for its handy compactness, but 


also because of an ingenious gimmick that 
has been incorporated. 

Each reproduction of tint value has a 
hole punched in the center. Thus, by plac- 
ing the guide over a sample that the pro- 
duction man desires to match, an accu- 
rate reproduction can be assured. 

The kit consists of a packet of four 
cards, enclosed in a handy envelope. Each 
ecard is a convenient 3%4x7 inches in size. 
The tints are 120-line using standard 
AAAA inks (black, red, green, and blue). 
These colors are the standard trade paper 
colors. 

Choosing the right screen or tint is im- 
portant also in cases of type overprint, al- 


though this particular kit does not show 
examples of deep-etch or overprint. 
Jahn & Ollier also offer, we understand, 
an offset color chart with 220 color com- 
binations and tints for the guidance of 
production men and artists in offset work. 
Several years ago one of the national 
publications put out a series of color 
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charts which demonstrated the various 
tone shadings possible with varying 
screens of two-color print. I believe this 
is out of print. If there is any such chart 
now available for the asking, I would be 
glad to carry the information in this col- 
umn, because such a guide is extremely 
useful. + 


JAHN & OLLIER Cngraving Company 


817 West Washington Boulevard, Chicago MO nree 6-7080 
W1i5 Prudential Plaze, Chicage !, DE laware 71277 


90 SOLID 


THE TINT GUIDE WITH THE HOLE—A new, handy size guide to make it easy to choose the 
right screen (black or color) in reducing solid color to varying tints. The hole makes 
it easy to identify the desired screen from a printed sample. 


Salesense in Advertising ... 


Concerning the Production of Ideas 


By James D. Woolf 
Advertising Consultant 


Grenville Kleiser: “The practice of dai- 
ly meditation is one of the most effective 
means for developing clear and accurate 
thinking. Concentration of mental energy 
tends to bring into view deep and hidden 
thoughts and thus are 
great ideas conceived 
and projects planned. 
Reserve a definite time 
each day for quiet 
thinking.” Forbes, 
April, 1945. 


* * * 


Henry Ford: “No- 
body can think straight 
who does not work. 
Idleness warps the 
mind. Thinking without constructive ac- 
tion warps the mind.” Forbes, July, 1942. 

+ a * 


Thomas Edison: “It is remarkable to 
what lengths people will go to avoid 
thought. Some of us think, more of us 
think we think, and most of us do not 
even think of thinking.” Forbes, March, 
1939. 


James D. Woolf 


Alexander G. Bell: “You cannot force 
ideas. Successful ideas are the result of 
slow growth ...It is perseverance in the 
pursuit of ideas that is really wanted.” 
“How They Succeeded,” by Orison Swett 
Marden. 


* * * 


F. Wellington Ruckstuhl: “You strive 
to create the imagination of your mind. 
You strive. That is the way to success.” 
“How They Succeeded,” by Orson Swett 
Marden. 


* * % 


“Every creative worker passes through 
these stages: (1) He starts with an in- 
terest in some field which leads him to 
familiarize himself with it; (2) he be- 
comes aware of specific needs; (3) he 
studies a specific problem from all an- 
gles, struggling to solve it; (4) after a pe- 
riod of alternating effort and relaxation, 
he gets a sudden illumination; (5) he 
quickly hammers it out lest he lose what 
may be only a glimpse of the solution; 


(6) he slowly labors over his idea, per- 
fecting it, until it becomes, at last, a 
finished product.” “We Call It Human 
Nature,” by Paul Grabbe and Gardner 
Murphy. 


* * * 


“The best thinking requires a definite 
purpose, and the more definite this pur- 
pose, the more definite will be our think- 
ing. Therefore in taking up any special 
line of thought, we must first find just 
what our end or purpose is, and thus get 
clearly in mind what our problems are. . 
Our first step, then, is to get our problem 
or problems clearly in mind, and to state 
them as definitely as possible. A problem 


properly stated is a problem partly 
solved. . .” “Thinking as a Science,” by 
Henry Hazlitt. 


* * * 


“The first thing you have to do is to... 
equip yourself with all the facts you can 
lay your hands on relating to that sub- 
ject. At first you will find this discourag- 
ing because it’s slow work... But if 
you don’t permit it to discourage you, 
but keep on collecting and mastering 
facts as avidly as a schoolboy collects 
stamps, you will presently begin to feel 
an increase in your mental power on that 
subject.” “What’s Holding You Back?” 
by Allan Chalfont. 


“A mind cannot be improved except 
by its own activity, and mental activity 
not only produces new ideas but keeps 
the old ones alive and vigorous by putting 
them to use.” “Can Adults Think?” by 
Mortimer J. Adler. 


* * a 


“The thought process is very complex. 
In the first place, it is dependent upon 
a body of reliable information. An indi- 
vidual’s thinking upon any subject is al- 
ways limited by the boundaries of his in- 
formation of that subject.” “Fields of 
Psychology,” by Glenn Devere Higginson. 


* * * 


“After all knowledge that is appro- 
priate has been acquired there is a time 
of ‘lying fallow.’ And then suddenly right 
out of the blue sky the solution comes. 
Frequently the answer comes when the 
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These are good times for small 


towners, Grit advertisers, and Grit 


There's only one Utopia in the U.S.A. and it’s in 
Uvalde County, Tex. 

But skies all over Grit territory are blue these 
days. 

The economic unease plaguing big-city centers is, 
by and large, bypassing ¢~all towns, which are 
still riding the crest of prosperity. Employment has 
held up in them, and, as the natural shopping 
centers for farmers, their economy is reflecting the 
upturn in agriculture. 

These are facts which have not been lost on 
astute advertisers. 

In the face of declining advertising revenue for virtually 
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every mass-market magazine, Grit posted an increase 
for the first six months of 1958. 

Circulation is up, too. Grit now delivers more 
than 4 million readers, more than 900,000 circula- 
tion, in 16,000 small towns coast to coast. 

Now more than ever, it makes sense to advertise 
where people are prosperous. Now more than ever, 
it makes sense to rurn to Grit. 

You can do so quickly, for closing is just nine 
days before each Sunday's masthead date. So do so! 


Grit Publishing Co., Williamsport, Pa. * Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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thinker is dealing with other facts or is 
at leisure. One should not try too hard 
—a change in the line of approach is of- 
ten advisable—too much thinking along 
one direction or under one attitude is 
fruitless.” “The Fundamentals of Psy- 
chology,” by W. B. Pillsbury. 


“Do not be a creature of habit and stay 
in a rut. Keep your mind open for new 
meanings and new combinations.” “In- 
troduction to Psychology,” by Edwin Bor- 
ing, Herbert Sidney Langfeld, and Harry 
Porter Weld. 


“The creative thinker does not accept 
things at their face value. He looks be- 
hind the facts for meanings, relationships, 
and possibilities which have hitherto es- 
caped notice. He is not content to accept 
ideas just as they are imparted to him. 
He must evaluate them anew. He must 
determine just how well they correspond 
to the world of facts. Or, if the ideas are 
of a fanciful sort, he must redetermine 
their value. When changes seem to him 
desirable he makes them.” “Practical 
Psychology,” by Edward Stevens Robin- 
son. 


G. A. Sala: “Thought engenders 
thought. Place one idea on paper, anoth- 
er will follow it, and still another, until 
you have written a page; you cannot 
fathom your mind. There is a well of 
thought there which has no bottom; 
the more you draw from it, the more 
clear and fruitful it will be.” Forbes, 


November, 1941. 


David Seabury: “Clear thinking is al- 
ways experimental in its nature. One 
should keep the attitude of an Edison 
working in his laboratory. He made 
over 49,000 experiments before he invent- 
ed the electric light.” “Keep Your Wits,” 
by David Seabury. 


“Reasoning may be described as men- 
tal exploration ... The successful rea- 
soner not only seeks but finds. He not 
only ransacks his memory for data bear- 
ing on his problem, but, when memory 
has supplied the data, he sees their bear- 
ing on the problem. What the exploratory 
process does for him is to assemble the 
data from different sources, and his job 
then is to see what the data mean when 
taken together. He must grasp the inter- 
relations of the data; he must get the 
pattern of the grouped data.” “Psycholo- 
gy,” by Robert S. Woodworth. 


“There is an elusive quality in the 
creative individual which defies analysis 
and imitation. Yet there are techniques 
and modes of procedure which can be 
learned and transmitted.” “A Technique 
for Producing Ideas,” by James Webb 
Young. 


* * * 


“Any intelligent individual can im- 
prove his ability to create effective ad- 
vertising ideas.” By James D. Woolf, in 
ADVERTISING AGE. # 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 

Before I departed for the antipodes, my 
friends down there sent me legion ads so 
that I might have a gander at what was 
being done before arriving there for clinics 
and consultation. 

I clipped one of the ads for its virtues 
in attempting to really serve the reader 
with some understanding of what she 
could get—see ad here. 

But on reading clear through, a virtue 
appeared—not apparent at first glance. 


= The copy says: “Let Us Keep You Look- 
ing Your Best Right Through the Sum- 
mer Months—Lovely to Look at—and So 
Easy to Manage.” 

I resolved immediately to send my wife 
to this establishment for a permanent. A 
few friends who saw the ad, ere our de- 
parture for “down under,” lamented they 
could not send their wives to the same sa- 
lon. 

Samson's strength was in his hair. 


s It is not too much to hope that some- 
thing can be done through a woman’s hair, 
to make her easy to manage. But I shall 
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\NO BOBBY PINS AT NIGHT, 
= NO SHAMPOOS AND SETS — 
“| WASH IT YOURSELF AND 
SIMRLY COMB IT INTO THE 
F STYLE YOU WANT WHILE 
Arr ores... 


US KEEP YOU LOOKING 
YOUR BEST RIGHT THROUGH 
THE SUMMER MONTHS — 
LOVELY TO LOOK AT — 
AND SO EASY TO MANAGE. 


Rich in overseas experience, the qualified operators ot 
the ‘Samm’ give you of the world’s best in permanent 
waving. 


CONSULT US POR ALL KINDS OF HAIR WORK— 
WIGS, PLAITS, CHIGNONS, BUNS, ETC. 


HOR OF QUEEN STREET 


FIRST FLOOR, FLLIBOM CHAMBERS (OPP WYNOHAM ST). PHONE 44-4627. 
Prtmetpet: PROTTREBR JON 8 LOWLE 


wait and see, and will report in some fu- 
ture month whether the ad was a little 
exaggerated. # 


Admen Hop on Critic of Subliminal Ads; 


Flay ‘Witch Burning,’ 


By Herschell G. Lewis, Ph. D. 
Lewis & Martin Films Inc., Chicago 


In your June 30 issue you published a 
literate but emotionally-prejudiced dia- 
tribe against subliminal advertising by 
Lloyd Coleman, director of the Sydney, 
Australia, office of J. Walter Thompson 
Co. 

In claiming that Mr. Coleman has 
missed the point of most of the subliminal 
experimentation so far, I agree with his 
statement: “Unfortunately the articles (in 
the American Journal of Psychology and 
other learned periodicals) seem only re- 


Urge Further Study 


motely connected to the commercial ex- 


periments.” 


= What I want to make clear to Mr. Cole- 
man is the difference between commercial 
experimentation and scientific experi- 
mentation. The latter-day saints of adver- 
tising have tried to synonymize all uses 
of psychological experimentation that 
might apply to commercial use, but it is 
difficult to have unadulterated chemicals 
in the test tube when a client is paying 
the bill. 

But what Mr. Coleman has done is to 
damn subliminal perception as a concept, 


not subliminal advertising as a practice. 
Claiming that the approach is nonscienti- 
fic, he discounts at once a number of non- 
commercial experiments held by leading 
psychologists at leading universities. Such 
a dismissal of fact is itself highly un- 
scientific. 


® There is no question that the tremen- 
dous amount of adverse publicity attend- 
ing the uncontrolled commercial experi- 
ments has harmed the whole subliminal 
concept and turned it into a joke in some 
advertising quarters. But under no cir- 
cumstances should subliminal perception 
be lumped together with “ouija boards” 
and “witchcraft.” Calling Freud “the fore- 
runner of the new science-without-proof” 
is clever but not sound. 

Much of Mr. Coleman’s argument is 
based on the apparent difficulty in ex- 
tracting a single subliminal stimulus from 
the multitude of such stimuli to which 
we are exposed, and in judging the visual 
sense to be the most important. What is 
overlooked in the first instance is that a 
televiewer has focused a large part of his 
relative attention ratio and therefore is 
more open to a subliminal message from 
the focal source—just as an anxious 
mother can separate her baby’s cry from 
a surprisingly large number of extraneous 
sounds or a musician can grimace at one 
wrong note among a hundred instruments 
in a symphony orchestra. The latter 
argument cannot be controverted because 
it is not an argument at all: the most im- 
portant of one’s senses (and there are 
many more than five) depends on the 
individual’s reaction to a single moment 
in time. For example, temperature be- 
comes a supraliminal sense only when 
discomfort is felt. 


= But the basic question is: does sublimi- 
nal perception work? A great many psy- 
chologists (whom Mr. Coleman does not 
entirely concede belong to the ranks of 
scientists) say it does. Here are a few 
such experiments conducted between 1956 
and 1958: 

1. New York University experimenters 
were able to prove that a subliminal im- 
age affected the viewers’ reaction to a 
conscious image. Asked to describe the 
expression on a relatively expressionless 
face, invariably the viewer related the 
face to the subliminal message (“happy”; 
“unhappy”; “angry”). 

2. Projected amagram problems were 
solved 15% to 46% faster by those who 
were given, subliminally, the solution. 

3. Experimenters at Stanford University, 
led by Dr. Ernest Hilgard, reported that 
a 1/50th second experiment with 32 stu- 
dents with word-association drawings 
showed 75% response to the unnoticed 
details. 


s There are valid criticisms to the sub- 
liminal, and many questions to be an- 
swered. To me, the most important 
criticism is that it may have negative 
results rather than positive: at Tulane 
University, unexpected results were 
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found. When researchers projected a 
subliminal numeral over pictures of pretty 
girls and then asked viewers their favorite 
number between one and ten, the over- 
whelming choice was the projected num- 
ber; however, women who had viewed 
the image in a mixed group invariably 
rejected the projected number, showing 
an objection to the supraliminal image as 
shown to men and women together. Thus, 
careful control must be maintained over 
the supraliminal image, which can itself 
control the reaction to the subliminal 
image. 

To opinionize again, the most important 
question, aside from the psychological 
control, becomes a mechanical one: at 
what point does the image become supra- 
liminal? 


= Anyone in the film business, as I am, 
knows that punching a hole in a single 
frame of film, which is projected at 1/50th 
of a second, is glaringly obvious. An entire 
white frame looks like an explosion; yet 
a black frame may pass entirely un- 
noticed. A stroboscopic flash attachment 
for an ordinary still camera operates at 
1/1,000th of a second. Anyone who has 
seen a roomful of people react to a sud- 
denly-fired strobe unit knows that this 
interval can be startlingly supraliminal. 
The conclusion is that it is not only the 
speed but the intensity of image which 
determines visibility. Mr. Vicary’s com- 
mercial experimentations have been at 
1/3000th of a second, which is far up the 
subliminal scale. 

In proposing subliminal experimenta- 
tion to several commercial clients (I re- 
fer to business films, not television 
commercials), we have met with op- 
position which I regard as_ entirely 
emotional, based on the widely-published 
connection of subliminal perception and 
brainwashing. Believe me, if I felt that 
a subliminal message were powerful 
enough to drive non-drinkers to a Coke 
machine, I would force my way into the 
Coca-Cola advertising offices at gunpoint 
if necessary and demand an audience. Un- 
fortunately, subliminal is not so dynamic; 
it can encourage, but not convince; it can 
suggest an idea that the viewer may feel 
he thought of himself, but it cannot 
change his mind; it can create a mood, 
but not an attitude. 


= Yet we know as little about subliminal 
at this point as we do about the surface 
of Venus. There are those of us who feel 
that a hundred years from now subliminal 
advertising, based on solid psychological 
principles, may be a primary technique. 

Or, subliminal advertising may even- 
tuate into the “scientific absurdity” Mr. 
Coleman claims it is. But let us not burn 
the infant as a witch. To do so is to 
damn it without investigation—or, to 
quote Mr. Coleman, “To announce firmly 
that something is a fact is to get it ac- 
cepted as a fact. In logic this is known as 
the argument from authority.” 

As one Nostradamus to another, I pre- 
fer experimentation to castigation. # 


Subliminal Stimuli a ‘Monster’? Don’t Worry—Mass Public's 
Individual Differences Blunt Its Power, Says Agency Man 


By R. M. Kidd 
Nowels Advertising, Tucson 

Seldom has a bandwagon been leaped 
upon with so little question or reason as 
has the “subliminal” bandwagon—the 
claim that certain stimuli presented be- 
low the conscious level of awareness can 
significantly influence people’s behavior! 

One claim was made to the effect that 
an experimental subliminal projection of 
the phrases “Eat Popcorn” and “Drink 
Coca-Cola” made people who received 
this stimulation buy these products to a 
fantastic degree. No detailed statistics of 
the experiment have ever been released, 
nevertheléss, this technique was im- 
mediately seized upon and touted as the 


newest and best (albeit perhaps unethi- 
cal) application of psychology to the 
problem of how to get people to buy. 
Why? 


= Nowadays there is an almost constant 
barrage of statements for the Utopian 
promise, or against the “brain washing” 
threat, of the technique. This lining up of 
Fors and Againsts seems likely to snow- 
ball to such an extent that it seems pru- 
dent to investigate the real facts available, 
in order to arrive at some sensible con- 
clusion. 

Advertisers, psychologists, politicians, 
psychiatrists, teachers and religious lead- 
ers of all sorts are naturally fascinated by 
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LOS ANGELES & 


your newspaper advertisin g 
| sl in The Mirror News . 


baie 


If your newspaper schedule 
reaches 100% of the families 
in any of these major cities: 


S = WHO KEEPS HOUSE IN HIDDEN CITY? 


She’s about 30 (more than half of the Hidden City homemakers are 
89 or under). Her husband is in one of the well-paying occupations 
and he already earns at least $4,000 (that’s the case with 83% of 
Hidden City husbands). She has more children than women who 
read other Los Angeles metropolitan weekday newspapers. And she’s 
smack in the middle of her buyingest years. Last year she and other 
Hidden City homemakers had $1'-billion to spend on the things they 
saw advertised in The Mirror News —the only metropolitan weekday 
paper four out of five of them read. 


Buffalo = Cincinnati 
Denver St. Louis 
Houston 


yates cowmne | LOS ANGELES EVENING 
aden ty ive wiroe Nee.) MIRROR NEWS 
ee ee | 


Represented by O'Mara & Ormsbee, 
New York, Chicago, Detroit, San Francisco 


4 OUT OF 5 HIDDEN CITY FAMILIES READ NO OTHER WEEKDAY METROPOLITAN PAPER 
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the idea that a person can be influenced 
in behavior without his being aware of it. 
The physical and moral issues surround- 
ing the use of subliminal techniques there- 
fore need to be cleared up by an exami- 
nation of available scientific evidence as 
to what levels of behavior, if any, can be 
influenced. Such clarification will involve 
(1) noting the effects of the recent eco- 
nomic-based demonstrations of adver- 
tisers which finally aroused great public 
interest in subliminal perception, (2) 
noting past scientific-based research 
on behavior-influencing-without-aware- 
ness and (3) noting psychological-based 
research on the influence an organism’s 
inner condition has on the levels at which 
conscious or unconscious recognition of 
given stimuli may take place. 


® Hollingsworth first noted the sublimi- 
nal possibilities for advertising in 1913. 
No intense application of the technique 
was made, however, until the past two 
years. BBC-TV projected the message 
“Pirie Breaks World Record” during a 
regular broadcast in 1956. The trans- 
mission speed was thought to be sublimi- 
nal, but the few viewers who responded 
to the questioning as to whether they’d 
noticed anything “unusual” about the 
program seemed to indicate that they, at 
least, possessed such low points of aware- 
ness that the message was probably, for 
them, supraliminal, that is obviously 
visible. 

The recent claim made that subliminal 
projection increased sales of popcorn by 
more than 50% and Coca-Cola by 18% 
was never scientifically validated com- 
pletely, and aside from probable methodo- 
logical and technical defects, there’s 
never been an indication made that ade- 
quate controls, provision for scientifically 
reported answers or any other rudimen- 
tary scientific precautions were taken—so 
that one could do nothing except doubt 
the experiment’s validity altogether. 


s Technical difficulties, during a later 
demonstration for reporters, permitted 
the viewers to be “aware” they were be- 
ing stimulated. Even assurances that the 
“awareness” was prearranged left most 
of the newsmen unconvinced that the 
technique was anywhere near perfection. 

To date, all of the reported advertising 
experiments seem to have been so un- 
systematic and uncontrolled as to make 
a trustworthy conclusion as to their 
efficacy impossible. A review of rele- 
vant scientifically-controlled experiments 
might, therefore, provide a more plausible 
basis for subliminal claims. 


s From Suslowa (1863), Peirce & Jas- 
trow (1884), and Stroh, Shaw & Washburn 
(1908), through Baker (1937), Miller 
(1939) and Blackwell (1958), a long series 
of scientifically controlled experiments 
have shown that discrimination between 
stimuli can occur under certain circum- 
stances. . that the reliability of the 
subjects’ judgments increased directly 
with the intensity of the stimuli. . . that 
the ability to discriminate was reduced as 
the intensity of stimulation was reduced, 
In other words, the accuracy of perception 
(of several superimposed “messages’’) 
increases as stimulation approaches the 
supraliminal level. 

Another group of similar studies by 
Dunlap (1909), Perky (1910), Coover 
(1917) and Collier (1940), seem to indi- 
cate that discrimination without aware- 
ness could occur, but that it is reasonable 
to question whether such stimulation be- 
low the conscious-awareness level can 
produce anything other than very simple 
changes of behavior at best. 


s Further experiments by Newhall & 
Sears (1933), Baker (1938), McCleary & 
Lazarus (1949), Deiter (1953) and Bach 
& Klein (1957), suggest that people can 
“learn” certain things presented sublim- 
inally, or can have previously learned 
responses (experience) strengthened or 
“re-learned” through subliminal tech- 


niques. A cautious interpretation of the 
results must be made, however, because of 
certain unknown factors that might have 
entered into the testing of the subjects. 

Whether subliminal! stimuli may signifi- 
cantly change behavior or not, there is 
some evidence that certain exterior condi- 
tions as well as certain inner organic 
conditions which may significantly change 
the point at which recognition of a stimu- 
lus by a person can take place. All of 
which means simply that because of fa- 
tigue, visual acuity or satiety, or because 
of a psychological need, value or conflict 
(all emotional factors and all based on 
individual differences, please note), any 
given person may or may not be open to 
subliminal stimulation at any given mo- 
ment. The response to subliminal stimula- 
tion is very similar to the responses, or 
lack thereof, to be found in “hypnotism.” 
Thus individual differences made the use 
of subliminal] stimulation a statistically 
unstable question mark, when it comes 
to determining whether it could be an 
economically useful method in a mass 
medium such as tv. 


® Since, under certain conditions, sub- 
liminal perception can occur, certain 
questions are inevitable: What types of 
behavior can be influenced? What kinds 
of stimuli would work best? Do all such 
stimuli work at the same or at different 
levels of unconsciousness? And so on. In 
asking, it must be noted again that the 
psychological “limen” (that stimulus 
“value” that will produce a response ex- 
actly half the time) is a strictly statistical 
concept. Therefore it cannot be assumed in 
considering results that a given stimulus 
was never consciously perceived because 
it was below an arbitrary (statistical) 
point for a given person. . . particularly 
since individual differences themselves are 
known to vary from moment to moment, 
from day to day. And because the range 
of subliminal stimuli intensity is probably 
smaller than originally supposed, it cannot 
be assumed, either, that the methods of 
producing subliminal stimuli (duration, 
size, clarity, reduced intensity, etc.) are 
all equal to each other in value until a 
conclusive demonstration can be made. 
For example, can subliminal ads make 
a financially poor person ruin himself 
by buying a Rolls-Royce simply because 
an “Id-ad” told him to buy it? Or can 
such ads shift strong, deep-seated emo- 
tional fixes one way or another? Hypnosis 
apparently can’t. Can subliminal ads? 


s And what about stimuli—which can be 
subliminal or supraliminal at one and the 
same time—which are not consciously 
perceived because of a given individual’s 
emotional, mental or psychological “fix” 
at the moment of projection? Scientifical- 
ly-controlled experiments are still much 
needed in the area of the various levels 
of unconsciousness and the effects on be- 
havior. 

The questions of how to present sub- 
liminal stimuli—intensity, size, duration, 
repetition, clarity, moment of projection 
(based on “emotional” content of the 
program then being presented), message 
length, whether to use familiar or un- 
familiar words or familiar or unfamiliar 
pictures, and so forth—need less talking 
about and more experimenting with be- 
fore such questions can be adequately 
answered. 


= And especially in advertising where 
primary appeal must be to the masses, 
individual differences will always be the 
stumbling block. What one person will 
perceive, subliminally or supraliminally, 
in words will go unperceived by the next 
person who perhaps “sees” only in pic- 
tures, or who has different experiential 
“fixes” or “sets” and so goes “blind” to 
a particular kind of stimuli. Anyone who 
uses or wants to use subliminal “adver- 
tising” commercially or otherwise is 
first going to need a tremendous amount 
of research done by competent experi- 
menters. And for what? 


Ethically and scientifically, there seems 
to be little need to fear that subliminal 
stimuli can ever be any more of a 
“monster” thing than supraliminal stimuli, 
i.e., advertising. The real thing to fear 
is always the person or persons who are 
already using subliminal and supraliminal 
techniques for their own personal ag- 
grandizement...who subtly and overtly 
are actually “brainwashing” the masses 
into buying, doing, following the wrong, 
but for them, profitable, things. 


® The Egyptians, the Greeks, the Romans 

. Napoleon, the British empire, the 
United States, Mussolini, Hitler, Stalin 
. . . the line is a long one of good and 
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bad leaders who “advertised” themselves 
into power. A printed ad on a sheet 
of paper is both sub- and supraliminal 
already—depending only on the emotional, 
mental and physical “set” of the person 
viewing it. Centuries of “advertising” and 
tradition will make that person react to 
the “ad” one way or another. If the ad- 
vertiser has been “smart” and aimed 
properly, the viewer will react the way 
the advertiser had intended all along. 

Fear subliminal advertising? Nonsense. 
It’s been going on since the world began. 
For good or ill, it’s always been a part of 
mankind. It merely depends on who uses 
it for what purpose! Christ and Satan 
both use it. Who’s winning? + 
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Facial expressions are fun to draw 


come in handy as a creative tool 


Can a copywriter convey emotions by drawing a few simple lines on a rough? 
Yes—try it! Pick up a pencil and draw a face in each frame below, with 
the right expression to fit the script. Then (don’t cheat!) turn column upside 
down to see how close you came to the standard techniques cartoonists use. 
Easy, isn’t it? Caution: Don’t submit these to client; your art pals can do a 


1. Draw a PENSIVE man. Loud traf- 
fic noises, horns, etc., have set him 
thinking. Announcer: “Henry wonders 
where the peace and quiet of yester- 
year have gone to, and he’s wish- 
A as 


2. (Noises cease) Announcer: “. .. all 
this noise would stop. But wait—it 
did stop! Now he wonders why. . .” 
(Give Henry a WONDERING expres- 
sion.) 


3. Make Henry look HAPPY. An- 
nouncer; “Let’s join him at the win- 
dow and see what happened to make 
him brighten up. (Louder) What’s 
out there, Henry?” 


“SUTYUTY} INOA Ajtre[D NOA sdjay spreoqA10js pue 
sysnor ino& ut ajdoad ay} uo suotssaidxa burmpsp A[penjoe yey} puly [1,nox 


an me.’ 
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Next Lesson: “Practical Expressions You Can Draw” 


4. Make Henry look REAL HAPPY 
as he says: “No wonder the noise 
ground to a halt! The new 1959 Jif- 
ferino sports car has stopped traffic 
and left everyone speechless!” 
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| Advertising Age, August 11, 1958 
!f Revamp Merchandise 
Lines, Book Warns 

| Department Stores 


PITTSBURGH, Aug. 8—Expansion 
into the suburbs is at least part of 
the answer for department stores 
seeking to arrest the over-all de- 
cline in their market share. But 
another part will involve careful 
revamping of their merchandise 
lines to conform more to consumer 
desires. 

This is the thesis of “The Chang- 
ing Competitive Position of De- 
partment Stores in the U. S. by 
Merchandise Lines” by Robert D. 
Entenberg, associate professor of 
retailing at the University of Pitts- 
burgh. It is published by the Uni- 
versity of Pittsburgh Press ($5.95), 
3309 Cathedral of Learning, Pitts- 
burgh 13. 


® The book is an analysis of de- 
partment store sales from 1929 
through 1953 as a whole and by 
specific lines of merchandise. Dur- 
ing this period, Mr. Entenberg 
says, the department store’s share 
of market has improved in 31 lines 
and declined in about 12 lines. 

But the 31 lines where depart- 
ment stores have gained, such as 
home furnishings, have been lines 
receiving a declining portion of the 
consumer dollar, while the 12 lines 
in which department stores have 
been losing, such as women’s ac- 
cessories, have been the lines that 
have been greatly expanding their 
markets. The result has been, Mr. 
Entenberg says, an over-all de- 
partment store market share de- 
crease from 9% in 1929 to 6.6% 
in 1955. 

The bulk of Mr. Entenberg’s 
work is an examination of con- 
sumer interests in these lines, the 
factors that change those interests 
and the store line changes neces- 
sary to compensate for those 
changes. + 


Conover-Mast Shifts Kingsley 


C. R. (Buzz) Kingsley, formerly 
district manager of Purchasing in 
Cleveland, has been transferred to 
the Los Angeles office of Conover- 
Mast Publications. 


Grosse Joins Ogilvy, Benson 
Dr. Eduard H. Grosse, formerly 


Osborn, has joined Ogilvy, Benson 
& Mather, New York, as a project 
director. 


S \BRIGHT...BRIGHTER...BRIGHTEST ! 


BOLD 


Fluorescent 
Screen Process 
Colors... 


the choice for 
2 of the 
biggest 
fluorescent 
color jobs ever 
run in the United 

States and Canada! 
Two of the world’s largest oil companies . . . 
spending hundreds of thousands of dollars 
on P.0.P. material . . . conducted thorough 
comparison studies and then selected BOLD 
over all competitive products for these 2 
giant runs! 

WRITE TODAY FOR FREE INFORMATION KIT 
@ “Color Card” Brochure: swatches and technical data. 
@ Design Article: expert advice on art and copy techniques. 
@ Newsletter: cost and use trends in the fluorescent field. 

CONSULT YOUR SILK SCREEN PRINTER 

Specify BOLD “For all your bright ideas” 


LAWTER CHEMICALS, INC. 
3550 Touhy Ave., Chicago 45, Ili. 
South Kearny, N.J. © San Leandro, Calif. 


WASH IT- DRY 


iT -W EAR IT! 


Cold Ware: Weer Bro Puenmutton Oe Wrmmting 
We Made To Order For Wash W Weer Sturts’ 


Tre Fret OOS Cotten Smet That You Cor tuto 
mateety Weer Ory and Weer! he 


aa og 


— 


TIE-IN—This is a rough proof of a color spread which will run in the 

November Good Housekeeping to co-promote Maytag Co.’s auto- 

matic washer-dryer and Manhattan Shirt Co.’s Mansmooth shirt. 

Peck Advertising, New York, the agency for Manhattan, is handling 
the campaign. Leo Burnett Co., Chicago, is Maytag’s agency. 


K&E Names Five in Chicago 


The Chicago office of Kenyon & 
| Eckhardt has appointed three new 
staff members and promoted two 
executives. Alin Blatchley, crea- 
tive supervisor since 1955, has 
been elected a vp. Walter Lecat, 
who joined K&E in 1956, has been 
named senior art director and head 
of the art department. New staff 
members are William Graffis, for- 
merly a tv copy supervisor with 
Leo Burnett Co., a copywriter; 


J. Walter Thompson Co., a tv art 
director, and John Dillingham, for- 
merly with the Pepsi-Cola field 
organization, an account executive 
on the Pepsi-Cola account. 


Mohasco Names Jay 

Mohasco Industries, Amsterdam, 
N.Y., carpet manufacturer, has 
named Herbert Jay to the new} 
position of director of advertising | 
and public relations. He formerly | 
was director of advertising for the | 
company’s Alexander Smith divi- | 


Kermit Lindberg, previously with | 


|sion, a position now held by Tage 
| Fagergran, formerly sales promo- 
tion manager. In the company’s 
Mohawk Carpet Mills division, 
|Morden R. Buck resigned as ad 
| manager and was replaced by 
Monroe W. Gill, formerly assistant 
ad manager. 


Airline Names Rogers & Smith 

Trans-Texas Airways, Houston, 
has appointed Rogers & Smith, 
Dallas, to handle its advertising 
effective Oct. 1. Tracy-Locke Co., 
Dallas, previously handled the ac- 
count. The airline serves 68 cities 
in Texas, Louisiana, Arkansas, 


Mississippi and Tennessee. 


E 


NEW ENGLAND 


QUIPMENT [DEALER 


“Inter-Locked"' Market for 
HEATING © AIR CONDITIONING 
LP-GAS EQUIPMENT ® APPLIANCES 
See SRDS or write Needham 92, Mass. 


| 
ro ete 


with Batten, Barton, Durstine &| 


the secret 


behind the trend 
to The Houston Post 
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‘daily — combined with 
journalistic excellence, 
mak.3 your advertising 
more effective, more 
economical. 


THE 


HOUSTON POST 


* Studies by Daniel Starch and Staff 
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Nation Warned 
Of “Leonomic 


Defeat by 


retail 


| THE HousTON POST !* 
| 2 LS. Trust Co Fee Lisl- 


ames More Legi-lator nl 


tore rot ee 
\ . 


Red- 


In Houston, only The 
Post has shown a gain in 


advertising linage 


for five consecutive 
years. 


The Post is read more by both men and 
women than any other Houston newspaper* 


Houston — 


the South’s largest market. 


W. P. Hobby 


Chairman 
of the Board 


Oveta Culp Hobby 
President 


Represented Nationally by Moloney, Regan & Schmitt 
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Copeland to ‘Houston Post’ 

Thomas Copeland Jr. has been 
appointed research manager of 
the Houston Post. Mr. Copeland, 
formerly a research analyst in 
charge of advertising and copy 
testing at Erwin Wasey, Ruth- 
rauff & Ryan, Los Angeles, will 
direct the newspaper’s marketing, 
circulation and editorial research 
activities. 


CAN YOU USE A 4-A 
ADVERTISING 


AGENCY IN 
COLUMBUS, 


If geography is no bar to our serving 
you (and air travel has made this a 


small country), consider these facts 
about Byer & Bowman, a solid group of | 
hard-working midwest people: 

32 years with same firm name, owner- 
ship and active management. 

only AAAA agency in Central Ohio. 
staff of 50. 

topflight PR department. Member P.R.S.A. 
fully-staffed TV - Radio department; re- 
cording and projection facilities. 
strong in creation and production of 
collateral material, with eye to saving | 
client money. | 
expert marketing counsel. 

operate in 18,000 square feet of our 
own building. 

use own studio facilities to design and 
build sets for photographing and film- 
ing client products. 


We welcome the most searching inquiry | 
into our reputation and competence. | 

| 
Byer & Bowman 
Advertising Agency 


66 S. 6th St. * Columbus, Ohio * CA 1-7751 | 
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| features’ Thousands of women are 
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™ THOUSANDS of homes today, wo- 
men are still hand-scrubbing 


can't get out ground-in dirt without 
hand-scrubbing. Secondly, many 
women won't trust fine fabrics to a 
jerky, back and forth agitator action. 

Is it impossible, then, for an auto- 


Then the 


clever features could not make up for 
a lack in the washing action itself 
Research proved the answer must 
include an automatic pre-scrub . 
something impossible in existing agi- 
tator washers because they're too 
rough on clothes 

More research. more experiments, 
developed a new rotating agitator 
motion that met every cleaning test 
and safety standard and hand 
pre-scrubbing 

They call it EnerJETic Action. This 
thorough yet gentle washing action 
provides an automatic pre-scrab 
known as the “Magic Minute Dirt 
Loosener”... the most effective way 


in perfect safety. 

Today, there are many washers 
studded with many features. The 
truth is, Kelvinator has every one of 
real convenience 
matic lint filter, different cycles, and 
rinse additive dispenser. However, 
Kelvinator alone has developed the 
kind of washing action homemakers 
need for cleaner, easier, safer washing. 

And Kelvinator owners can’t have 
a $70 repair bill for replacing a 
worn-out or leaky gear drive mech- 
anism ... because EnerJETic Action, 


Advertisement 


Contused by ciaums tor automatic washer 


KELVINATOR clears up thes contusion. 


Plain Facts You Should Know Before 
Buying Any Automatic Washing Machine 


to get out ground-in dirt ever known. 
For one minute, clothes are first 


clothes, even though they own shiny pre-scrubbed in a small amount of 
new automatic washers water, with the full amount of deter- 
Why? First, because their machines gent to loosen all dirt, grease and 


grime before regular washing starts. 


water fills to the normal 


level and EnerJETic Action keeps 
turning clothes over a 
while thousands of jet streams shoot 
suds deep into every fibre. As a result, 


“CONFUSED ... .?— 


= fa poh Boh really Kelv — ae Fass bit of soil sia inator will 
nd it washes y lingerie, new 
Kelvinator engineers knew that “synthetics,” even Wash-Wear fabri tc off a new ad 


and promotion 
campaign with 
this ad in the 
September Read- 
er’s Digest. Life, 
Ladies’ Home 
Journal and tv 
also will be used. 
Geyer Advertis- 


. . like the auto- 


unlike all other washing actions, is ing, Detroit, is 
built without gears. KELVINATOR, 
Detroit 32, Michigan. the agency. 


Blair Lists Eight 


Elements of Good 


Radio Programming 


New York, Aug. 5—A booklet 
covering the fundamentals of “Lo- 
cal Radio Programming” is now 
being distributed to approximately 
4,000 advertiser and agency exec- 
utives by John Blair & Co., radio 
station representative. 

Written by a team of Blair of- 
ficials headed by Wells Barnett, 
station operations director, the re- 
port was designed to point out 
what constitutes successful radio 
programming in today’s market 
and to highlight the principles that 
underline such an operation. 

Having studied the programming 
activities of 476 stations, including 
the 40 represented by Blair, which 
claims to handle the largest vol- 
ume of spot radio business in the 


1028... for 


dealer helps 


dramatic 


4-color, web-offset 


broadsides 


.-- Including fast imprinting, 
drop shipping and mailing 


For example: The Skelgas Division 


the Skelly Oil Company ordered 425,000 
broadsides . .. a 22% x 3414" sheet was 
folded on the press to 8% x 114%” and 
imprinted for 398 different Skelgas 
dealers, Line copy was received in paste- 
up form and nine 4-color separations 


of 


were made from furnished color trans- 


parencies. Two featured illustrations, 
each covering a full 164% x 2134” page 
required blow-ups from 5 x 7” negatives. 
The job was produced in runs of approx- 
imately 200,000 each to allow Skelgas 
the convenience of different mailing 
dates, Each run required only 5 days to 
print and mail to boxholders and rural 
route patrons. In addition, drop ship- 


ments were made to many dealers, 


HENRY 


550 INDUSTRIAL BLVD 


From art to mailing 
Intelligent production 
counseling 

Finest multi-color 
web-fed offset 
Currently printing 
program sections of 

5 editions of TV Guide 
Magazine 


WRITE, WIRE, OR PHONE FOR SAMPLES TODAY 


We will gladly furnish estimates according to your specifications 


WURST, Inc. 


e KANSAS CITY 15, KANSAS 


TaN eS el poeta 


country, the representative isolat- 
ed eight major elements as the 


ming. It is these major elements, 
and not just a simple “music and 
news” operation, that “experienced, 
alert managements” use to build 
strong radio stations, according to 
Blair. 

The eight ingredients are news, 
service, music, personality (the 
station’s), public service, editori- 
alizing, production and promotion- 
exploitation. 


® The booklet singles out 35 ad- 
vertisers as the top spot radio 
spenders of 1957. Listed alphabeti- 
cally, there were American Tobac- 
co Co., Anheuser-Busch, B. C. 
Remedy Co., Beech-Nut gum, Best 
Foods, Campbell Soup Co., Chrys- 
ler Corp., Clark Gas, Coca-Cola 
Co., Colgate-Palmolive Co., Esso 
Standard Oil, Eveready batteries, 
Ford Motor Co., General Foods, 
General Motors Corp., General 
Motors Acceptance Corp., Lambert 
Pharmacal, Lever Bros., Liggett & 
| Myers, National Biscuit Co., Na- 
tional Bureau of Fire Underwrit- 
}ers, Pepsi-Cola Co., Philip Morris 
|Inc., Phillips Petroleum, Quaker 
| Oats Co., R. J. Reynolds, Shell Oil 
|Co., Sinclair Refining Co., Slender- 
lella, Standard Brands, Sterling 
| Drug, Shulton, Tea Council of 
|USA, Texas Co. and Thomas 
| Leeming & Co. 

| Copies of the report are avail- 
able from Blair company for $1 


| 


leach. # 


Meredith to Hold Contest 
A contest set for the fall, with 


| $25,000 in prizes going to 604 win- | 


| ners, is being sponsored by Mere- 
|dith Publishing Co., Des Moines, 
|to celebrate the sale of more than 
| 12,500,000 Better Homes & Gar- 
dens books. Focused on the “Better 
Homes & Gardens New Cook Book”’ 
the contest will be the major fall 
promotion for the Meredith books. 
A two-page, four-color ad in the 
October issue of Better Homes & 
Gardens magazine will announce 
the contest. 


‘Extension’ Names Stack 

Extension, Chicago, Catholic 
monthly, has appointed Gerald F. 
|Stack, formerly midwestern rep- 
resentative of Extension Press, to 
succeed the late Hugh J. Blakeley 
as advertising director. 


Phillips-Robbins Inc. Moves 

Phillips-Robbins Inc., new Los 
Angeles advertising agency, has 
moved from temporary offices at 
| 5815 E. Randolph St. to permanent 
|headquarters at 4453 Clybourn 
rep North Hollywood. 


basics of sound modern program- | 
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Network TV Gross Time Charges 
_ Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 
NETWORK TELEVISION 
June June % Jan.-June Jan.-June % 
1957 1958 Change 1957 1958 Change 
ABC ........ $ 6,413,708 $ 7,387,586 +15.2 $ 40,095,218 $ 51,617,801 +28.7 
os .......... 18,356,892 19,733,057 + 7.5 116,762,487 124,047,416 + 6.2 
= 14,746,537 16,648,462 +129 93,799,504 107,406,232 +14.5 
Total $39,517,137 $43,769,105 +10.8 $250,657,209 $283,071,449 +12.9 
1958 NETWORK TELEVISION TOTALS 
ABC ces NBC Total 
RENE RH SE $9,168,609 $22,094,015 $18,344,111 $49,606,735 
RRR peeve 8,441,988 19,410,741 16,785,315 44,638,044 
chit oS ae 9,402,407 21,211,070 18,874,597 49,488,074 
we 8,739,456 20,628,511 18,283,379 49,651,346 
EE ae 8,477,755 20,970,022 18,470,368 47,918,145 
Weg ARN TS 7,387,586 19,733,057 16,648,462 43,769,105 


Stations Don’t Have 
to Sell Air Time to 
Politicians, FCC Says 


WasHINGTON, Aug. 5—Radio and 
television stations are not re- 
quired to sell advertising time to 
| politicians, the Federal Communi- 
|cations Commission ruled last 
week. 

FCC so wrote Mayor Samuel E. 
Shotton of Schenectady, N. Y. 
Mayor Shotton is a Democratic 
| candidate for Congress. He sought 
to buy 15 minutes from WRGB, 
Schenectady, which has adopted a 
policy of limiting political sales to 
spot announcements because of too 
many primary candidates. 

His honor protested to FCC, 
which decided there is no law 
compelling a station to sell time 
for political broadcasts. FCC did| 
add, without passing judgment on | 
the station involved, that a policy | 
of no political advertising might | 
raise a question as to whether the | 
station was fulfilling its obligation 
to operate in the public interest. + 


May Becomes Consultant 

W. Marshall May has resigned 
as director of sales and advertising | 
of Retailers Marketing Guild, buy- 
ing and advertising syndicate, to 
start a consulting service for man- 
ufacturers, distributors and retail- 
|ers of home furnishings and allied 
|products. Mr. May’s new office is 
located at 59 E. Van Buren St.,! 
Chicago. 
Hess Bros. Boosts Two 

Dorice L. Peters has been named 


advertising manager of Hess Bros., 
Allentown, Pa., department store. 
Miss Peters, with Hess Bros. nine 
years, succeeds Wayne Holben, 
who has been named sales promo- 
tion manager. 


$1777 
Per Family 
Spent On Food! 


New London's average 
family food sales are 
nearly 33% above the 
Connecticut average — 
2nd highest of all 
Connecticut cities of 
25,000-or-over popula- 
tion (SM '58 Survey). 


Watch your profits 
gain—when you sell this 
66,547 ABC City Zone 
through New London's 
one-and-only daily. 


The Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


Z GILMAN, NICOLL & RUTHMAN 


WOO 


_— 2 isl 


“Better three hours too 
soon than one 


minute too late.” 


—SHAKESPEARE, Merry Wives of Windsor 


CALL LAURENCE FOR SERVICE YOU CAN DEPEND ON. WE'VE 
BEEN MEETING DEADLINES FOR MORE THAN 25 YEARS. IF YOU 
ARE NOT RECEIVING YOUR FREE COPIES OF “LAURENCE’S 
GUIDE FOR PHOTOENGRAVING BUYERS,” WRITE OR PHONE 
TODAY. LAURENCE INC., fine Photo Engravers, 547 SOUTH 
CLARK STREET, WAbash 2-6284. 
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outdoor 
says everything 


oward Johnson’s 
has to sell! 


28 flavore 


» 


Poster designed by N. W. Ayer & Son, Ine. 


OUTDOOR SELLS 
pS THE NAME Mr. Howard Johnson 
HOWARD OUTDOOR SELLS 
J nS a President 
OHnsO 4, THE SLOGAN Howard Johnson Co., says: 
Landmark for Hungry Americans ‘ OUTDOOR SELLS ee > : 
/| SARS co IDENTITY “Outdoor advertising has been steadily building business 
. ; OUTDOOR SELLS for Howard Johnson’s Restaurants since we began using 
28 flavors he APPETITE APPEAL this medium in 1936. Each year our Outdoor budget 
— i sil OUTDOOR SELLS has increased, too. Today it accounts for over half 
——_ SPECIAL FEATURE our total advertising expenditure...and our 


sales are continuing to rise.” 


8 out of 10 people remember OUTDOOR Advertising !* 


Standardized Outdoor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. oO A i 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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Two British Agencies Join 


in 


Market Research Venture 


largest advertising agencies—have 
joined forces with an existing re- 

S. H. Benson Ltd. and Colman /|search company in Switzerland to 
Prentis & Varley—two of Britain’s|create a market research organi- 


HOW DO YOU KNOW WHEN THE 
MELON’S RIPE? 


Anybody can thump a water- 
melon, but it takes experience to 
know when it’s ripe. Right now, 
the juicy farm store field is ripe 


for a publication all its own 
Farm Store Merchandising. 


Wouldn't you like a slice? 


sification 44A or write: 


MERCHANDISING 


say ——— PUBLISHING CO. 
Minneapolis 40, Minn. 


The 
market’s a juicy $22 billion. 


For information, see BPRD Clas- 


St Mette Medd: MMi: ied | 


zation to cover all of the markets) 


in Europe. 

The Swiss c: mpany—Analyses 
Economiques et Sociales, of Lau- 
sanne—will serve as headquarters 
of the new orga ization. A British 
company, Anaiytical European 
Surveys Ltd., wil! function in Lon- 
don. The organization is designed 
to serve the needs of all companies 
marketing in Europe. Aside from 
this venture, Benson and CPV will 
continue to operate independently. 


Screen Gems Films ‘Alaskan’ 

A new tv series, “The Alaskan,” 
will be produced with the coop- 
eration of the Alaska territorial 
police, the law enforcement agency 
which has jurisdiction throughout 
the 49th state, by Screen Gems, 
New York, tv film producer-dis- 
tributor. Filming of the adventure 
show about hunters, bush pilots 
and other Alaskan types in their 
natural scenery will commence 
upon completion of Screen Gems’ 
first scripts. The series probably 
will be offered for syndication in 
January, 1959. 


The hand that wields 
the lipstick rules the 
family shopping world. 
In Portiand, Oregon, 
and 30 surrounding 
counties, it’s also the 
hand that tunes most 
to KOIN-TV...and the 
hand that reaches for 
your product in 
response to your 
gentile urgings on her 
station. The 
gentiemen at CBS-TV 
Spot Sales know 
all about her intriguing 
buying habits — and 
about KOIN-TV's 
enviable coverage and 
ratings. Just ask 
for them. 


Nielsen Network TV 
Two Weeks Ending July 12, 1958 


Copyright by A. C. Nielsen Co. 
Nielsen Total Audience’ 
TOTAL HOMES REACHED 


Advertising Age, August 11, 1958 


Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............cc-csesseeersennereneesneee 17,372 
2 Have Gun, Will Travel (Whitehall, Lever, CBS) ..............0....ccccccceeceereereseneeee 13,115 
3 Ed Sullivan Show (Mercury, Kodak, CBS) 
4 I’ve Got A Secret (R. J. Reymolds, CBS) .............cccecccsseecnerensneennsseenenseeeeesees 
5 Top Ten Lucy Shows (General Foods, CBS) 
6 Tales of Wells Fargo (American Tobacco, Buick, NBC) 
7 a re CE ls I iti pices crcirecnecesescscncnsntnnscssnascccosensssiaveee 
8 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............ 
9 All-Star Baseball Game (Gillette, NBC) ........c.cccccccccccccccccsseeeesneeeneeenenennee 
10 Twenty-One (Pharmaceuticals, NBC) 
PER CENT OF TV HOMES REACHEDT 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ...........-ccccsessensrerenerensenenenee 414 
2 Have Gun, Will Travel (Whitehall, Lever, CBS) ...........ccccccccceeneseceneecnennenenee 31.5 
3 Ed Sullivan Show (Mercury, Kodak, CBS) ..............:ccccccceesenessnecseeesereneenseeseenens 
4 Top Ten Lucy Shows (General Foods, CBS) 
5 Tales of Wells Fargo (American Tobacco, Buick, NBC) 
6 Sn IUD 00, PIII, IID cn cccccsenssecnrenscsecccasscsccscennconotsesvecbatees 
7 Tn cesnivnsonsosvesecteVensesonhsipeosentpee 
8 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..............cccccccccsccesereeneenenneenee 
9 Twenty-One (Phormaceutionla, NBC) .........:.0:.:scecccscscsesscsssncessnssessessesoessssesonenece 
10 All-Star Baseball Game (Gillette, NBC) ...............cccccccscsesessseneneeserenensensersessnenees 
Nielsen Average Audience** 
TOTAL HOMES REACHED 
Homes 
Rank Program (000) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ..............cccccccescseeeesnenrenens 16,383 
2 Have Gun, Will Travel (Whitehall, Lever, CBS) ..0................60ccccccececeeceseeeee 12,126 
3 Se Ce Fy Te tiny PS III pecs cssncrcceccsscecesccnsnvnsceesesccnssconsorcees 11,180 
4 Top Ten Lucy Shows (General Foods, CBS) ...........cccccccccccessseeneeennereenenenene 11,137 
5 Tales of Wells Fargo (American Tobacco, Buick, NBC) ...........:c.cc0cee0ee 11,008 
6 ie ioc cis scniccdicendiisnvasestnsncavsininbvnsereccovecece 10,535 ? 
7 Twenty-One (Pharmaceuticals, NBC) ..........:ccscsccccoscscesssesssssssesscssssssossserssseees 10,449 
8 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............ccccccsccsseseeeseeseeneees 10,406 
9 I eR SRM NO TED ose sctconscenccstnosietevéstnencecssterconntdsaphacenrouses 10,191 
10 SRS AEST ES SOE a te ERR, OFS. 2) Ie 9,933 
PER CENT OF TV HOMES REACHEDT 
Homes 
Rank Program (%) 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) ............ccccesscesseeneeseneneneneee 39.0 
2 Have Gun, Will Travel (Whitehall, Lever, CBS) ................cc00.cccccecceeeceseseneee 29.1 
3 Top Ten Lucy Shows (General Foods, CBS) ..........c:csessesseseecssensnneenensreneene 26.6 
4 Tales of Wells Fargo (American Tobacco, Buick, NBC) ......-.....cccssesseseeseeee 26.6 
5 Ove Gat A Gomee Gi. 2. Teele, GID ..ncssccccsccccsscecsvevesisccsensccscoesoccrccnasrenece 26.5 
6 ae Te Ee es RD iivish sasers ev ey srcenehabecnsenetatbaabevansscccesvecsccene 25.7 
7 Pe CII BINED dencecccchsacccenoscnvsccussbtncresseseptnedososcorncecsces 25.5 
8 Alfred Hitchcock Presents (Bristol-Myers, CBS) ............:.ccscccscsesseeeeeeeseeeneenes 25.1 
9 Ph NO SRO, I a, cisascevusoonessinndinslierdeinaipeenseinibereecerenecenate 24.3 
10 I Bag oy Ee EERO See ee EET 5 ee 23.6 


* Homes reached by all or any part of the 
to five minutes. 


** Homes reached during average minute of the program. 
+ Percented ratings are based on tv homes within reach of station facilities used by 


each program. 


program except for homes viewing only one 


AMA Publishes New Booklet 
on Market Problem Solving 
The second of a series of book- 


lets produced by the American | 
Marketing Assn., called “Problem | 
Definition,” is now ready for dis-| 


tribution. The series is designed 


to explain the approach, definition | 


and mechanics of solving market- 


ing problems by the use of mar-| 


keting research. 


The first booklet in the series! 


was released about a month ago 
and is entitled “The Design of Re- 
search Investigations.” The book- 
lets are available for $1 to mem- 
bers, $2 to non-members from 
AMA, 27 E. Monroe St., Chicago. 


Jaftarian Elected President 


P. J. Jaffarian, president of the 
Audio-Visual Center, Seattle, has 
been elected president of the Na- 
tional Audio-Visual Assn. Other 
new officers are W. G. Kirtley, 
D. T. Davis Co., Louisville, Ist vp; 
Rev. Harvey W. Marks, Visual 
Aids Center, Denver, 2nd vp; Mah- 
lon Martin, M. H. Martin Co., Mas- 
sillon, O., secretary, and Harold 
Fischer, Photosound, Orlando, 
treasurer. 


Glickman to Graphics Institute 
Donald Glickman, formerly pro- 
motional and editorial art director 
for International News Service, 
has been named art director of 
Graphics Institute, New York. 


ONLY ONE 
PAPER 
GIVES 91% 
SATURATION 
IN THE 
WEALTHY 
“DOUBLE- 
MARKET” 
OF FARGO, 
NORTH DAKOTA 
AND 
MOORHEAD, 
MINN. 


See your neorest 
KELLY-SMITH 
Representative 


THE FARGO 
FORUM 
and Moorhead Daily News 


pe re a ‘ ge eee ee. clin eee he 7 ee - ee : + . See ne ie si 
i = x > = Ba oy a ee 23 a ae par ee gt a 7 7 : os F et ane ae vies et he U3 Pratl % . 
eo eles = : ' 3g 
ac 
i ee | ' 
‘ ee f ; 
a 
Rae / i | 
ios j 
Base eieg,” 
oie : 
Meh i 
_ _—_ 
ee #4 
ps 
Ri Se ae ve 
roe sree —— ee we é 
Se T, ' ' ' ' i “f 
es .. ' ' ' ' ' ’ ' 
Ae i ‘ ; i i i 
Reig Se eee ee ee | 
Sees ~ ' ' i ‘ r ' } 
se ea ~ ' i ' ' R i & i : 
ere — . i 
‘a ———Sae eesti i 
oy ae T cual 
Be aires a a 
pa <> : 
ale y 
tn ae a 
Eades eee | 
Be sy 
A aes”, Se | ‘ P 
ee 
se Ue | a3 : 
ye a 
Ralf ices be 
ee Si 
Saat am 
ae 
x 2s | 4 } 
eas } 
ie | : 
:] 
Z ‘ in I! 
ee ee. 
ie 7 
nests | : 
es | : 
ae ; 
ca a ny as, 
Se a i 
io - dae | | 
: 
; Pe : } 
| 
| + 
p —— | adi , Ee lh nae EL ER RT 
geeks 
sae 
Ces 
fess 
Beat gla 
nee = 
rin “te 
a 
ata 
Rs © po 
a y Wer = 
if eed 4 
ose 3 
"eae ‘ 
= e 
e ‘ 
xe ie 2 } 
- ae oo 
ee e ‘4 
is a 
pen ; 
4 i / 
: ip a “s 
~~ «tah 
ay 
ae ke 
one Sn 
S 
ek P 
ee “se 
aie: a . 
iy eee 
- wae 
dears 258 
ee 
meas ir 
te | | : 
toed +. | 
ee e 
# hoe eS 
ees 7 
ay Ye: 
ay 
7 : 
* ; : : er ta : ; 
|. 
Fete et Pear 


“TWO new pairs of Massagic shoes? 
T'll bet you tell that to all the girls!” 


Ate at massac 
' 
a 
aS en massaorcs 
massaone 
Pasa © » Ree oe hee Cot ee 
ee ee ee ee 


MASSAGIC 
Aloe Cheahion, aes’ 


WEVENDERS SHOE MANUFACTURING COMPANY MiLwAwEEE 1. wISCOMSEN 


DOUBLED—Weyenberg Shoe Mfg. Co. 
gets added mileage out of its model 
by having him wear non-matching 
shoes. The ad is scheduled for Es- 
quire in September, Holiday and 
Gentlemen’s Quarterly in October. 
Cramer-Krasselt Co., Milwaukee, 
is the agency. 


Oneida Adds Five 
Magazines in Fall 


Silverplate Drive 


OneipaA, N. Y., Aug. 5—Oneida 
Silversmiths will introduce its new 
Community silverplate pattern 
this fall in a campaign expanded 
to 12 magazines and featuring a 
mail order ad. 

Newcomers on Oneida’s media 
list are Ebony, Everywoman’s 
Family Circle, Household, True 
Story and Woman’s Day. The com- 
pany will continue to use the brid- 
al, shelter and woman’s service 
books as usual: Better Homes & 
Gardens, Bride’s Magazine, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Living for Young Homemak- 
ers, and Modern Bride. 

The campaign consists of two 
b&w ads. One is a page, showing 
the new pattern, Silver Flower, 
photographed on top of a tree 
stump, surrounded by ferns and 
wild flowers. “From an enchanted 
forest glen for your enchanting 
table,” reads the headline. 

The second ad is a two-column 
unit aimed at solving the problem 
of getting the first piece of the 
pattern into consumers’ homes. It 
features a coupon offering a $2.95 
pierced tablespoon in the’ Silver 
Flower pattern for $1. 


s The two ads will be run together 
in four magazines: Better Homes 
& Gardens, Good Housekeeping, 
Ladies’ Home Journal and Mc- 
Call’s. The page unit will run as a 
right-hand page separated by ed- 
itorial matter from the two-column 
ad, positioned on the outside of 
the left hand page. 

The coupon ad will be run alone 
in Ebony, Everywoman’s Family 
Circle, Household, True Story and 
Woman’s Day. The page ad will 
run alone in Bride’s Magazine, 
Living for Young Homemakers and 
Modern Bride. 

Batten, Barton, Durstine & Os- 
born is the agency. # 


Revell Sponsors Kids Contest 
Revell Inc., Venice, Cal., manu- 
facturer of plastic hobby kits for 


|youngsters, has launched a special 


“Christmas in September” con- 
sumer contest for kids only with 
b&w pages in the August issue of 
Boys’ Life and Life Aug. 4, plus 
the September issue of TV Junior 
and tv spots in selected markets. 
The contest is for the best name 
for America’s first rocket to the 
moon. Five first prizes offer choice 
of everything $1,000 will buy. 
There are altogether 1,000 prizes. 
Contest closes Sept. 30. Official 
contest entry blanks must be ob- 
tained from Revell.dealers. Doyle 
Dane Bernbach Inc. is the agency. 


Shawn Buys WSRS, Cleveland 

WSRS (am and fm), Cleveland, 
has been sold by S. R. Sague to 
Shawn Broadcasting Co. for an 
amount “in excess of $500,000.” 


|\Shawn already operates radio sta- 


tions in Fort Worth, Buffalo, Pitts- 
burgh, Silver Spring, Md., and Or- 
lando, Fla. 


Cheerios, KLM Airlines 
Set Tie-in Promotion 


Following the Kellogg-Pan 
American tie-in drive, General 
Mills has hooked up with KLM 
Royal Dutch Airlines in a “globe- 
trotter sweepstakes” promotion to 
be featured on “millions” of boxes 
of Cheerios. Top 11 prizes will be 
expense-paid trips abroad, and 
there will be 1,000 runner-up 
prizes of KLM toy airliners. 

Dancer-Fitzgerald-Sample, the 
Cheerios agency, will promote the 
sweepstakes with 20 one-minute 
network tv spots beginning Sept. 
i, 


Purcell Heads Select Magazines 

Lyle J. Purcell, formerly exec 
vp of Select Magazines Inc., New 
York, jointly owned single copy 
sales organization of six major 
publishers, has been named presi- 
dent of the organization. Mr. Pur- 
cell, who joined Select from Bat- 
ten, Barton, Durstine & Osborn 
in 1956, succeeds William A. Rog- 
ers, who has retired. 


a 


Guardian Sets ‘Ethical’ 
Push for Protractets 

Guardian Chemical Corp., New 
York, will launch a 20-market 
campaign in newspapers and ra- 
dio Aug. 19 for its new drug, Pro- 
tractets, described as a “protein 
gel-neutralizer” used in the treat- 
ment of ulcers. Guardian notes 
that it is an “ethical drug house” 
and says the campaign will “take 
an ethical approach,” stressing the 
“importance of the medical profes- 
sion and the pharmacist.” Wesley 
Associates is the agency. 


‘Farm Journal’ Offers Jr. Page 

A new unit of space—a junior 
page—and an increase of 1.4% in 
rates have been announced by 
Farm Journal in its new rate card 
effective in February, 1959. The 
junior page is offered for four- 
color advertising only and is avail- 
able at once at the current national 
rate of $8,640 ($8,800 effective in 
February). Farm Journal’s national 
rate will go to $10,950 from $10,800 
for a b&w page in February. 
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Allstate Eases Auto Loans 

Allstate Insurance Companies, 
with the cooperation of banks 
throughout the U.S., have begun 
a sales promotion program which 
involves a plan to accelerate and 
simplify bank financing of auto 
purchases. The program, which is 
part of Allstate’s “Quarter-Billion 
Dollar Auto Sales Program,” uti- 
lizes the company’s Econo-Rate 
auto finance plan. 


ideas lost in transit? 


There's no surer 
way for your 
message to arrive, 
with its full im- 
pact, than with a 
motion picture or 
slidefilm... 
Warning: select a professional pro- 
ducer. 


Atlas Film Copeoration 


OAK PARK, ILL. 
CHICAGO PHONE: AUstin 7-8620 
Washington Chicago Hollywood 


there's only one shortcut 


to sales success in 
WBEN-TV land 


it’s on channel 4... 
where your 


TV dollars 
count for more! . 


Planning a trip to the 
promised land of profitable ““) 
promotion? Then, be sure to route - 
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fee’ 


your TV dollars through WBEN-TV 


land. Take Channel 4 all the way, 
for no other area station delivers so large 
an audience, so consistently; and routes you through 
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every important segment of this big spending 


market, It’s a tour de force—Channel 4’s ability to reach and 


sell the 4,000,000 consumers in WBEN-TV land. 


Call HARRINGTON, RIGHTER and PARSONS, our national 
representatives and let them map out your itinerary. 


WB E N-TV CBS in Buffalo 


THE BUFFALO EVENING NEWS STATION 
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The Voice of the Advertise: 


This department is a reader’s forum. Letters are welcome. —— 


Hopes ‘Guardians of Public Morality’ Will 
Channel Energies Toward Real Problems 


To the Editor: Oh, the misguided 
moralists in this business! 

I refer to a letter you published 
in “The Voice of the Advertiser” 
in the July 21 issue from a Mr. By- 
rum, who complains about the “in- 
trusion” of liquor advertising into 
his home. 

Mr. Byrum gives us a shining 


example of the sloppy, shallow | 


thinking so popular among the 
“drys” and similar moralists. His 
remarks could well be headlined: 
“Breaking through the logic bar- 
rier!" 

I have no quarrel with Mr. By- 
rum when he states his concern 
with the “wreakage of health and 
homes, the destruction of character 
and careers, the costs to society (of 
alcoholism and over-drinking) .. .” 
But when Mr. Byrum leaps from 
these legitimate concerns to the 
conclusion that liquor sales and 
advertising are the cause of such 
unhappiness and grief, he is guilty 
of, at best, sloppy thinking, or at 
worst, a deliberate distortion of 
the truth. 

To hoist upon advertising the 
onus for alcoholism is to hoist upon 
Smith & Wesson the onus of shot- 
gun weddings. Both events are 
brought about by reasons far above 
and beyond the specific products 
involved! 

If Mr. Byrum is sincerely inter- 
ested in reducing the horrors of al- 
coholism (an interest we all share 
with him), he would do best by 
going to the heart and cause of the 
matter—the failure of our homes, 
schools, and churches in raising 
well-adjusted adults, fit emotion- 


ally, morally and spiritually to 
avoid both the pitfalls of alcohol- 
ism and shotgun weddings! 

At this deep level we find our 


problem, and here must come the 
solution. The problem will not be} 
solved by removing the proximate, | 
surface cause of alcoholism (li-| 
quor), but by removing the uwlti-| 
mate cause of alcoholism—social | 
|}maladjustment, personality prob- | 
lems, insecurity, etc. Most objective | 
people will agree that the cause of 
this problem is not advertising, but 
all these numerous social conflicts. 

This, of course, is a much greater 
/and harder challenge to the drys, 
and, most likely, the real reason 
why they shirk it. One of the fail- 
ures is that of the religious. It is 
pitiful to see so many ministers in 
the vanguard of the attack on li- 
quor advertising. Perhaps if these 
| gentlemen would spend more time 
in the pulpit preaching the dynam- 
ics of the Gospels, and less time in 
the liquor store shooing away cus- 
tomers, our problems would be 
solved! 

Mr. Byrum also makes the fan- 
tastic statement that “so inescap- 
ably evil are these morally out- 
lawed products that they contami- 
nate everything they touch.” A 
more inescapable evil is to consid- 
er, as Mr. Byrum must, that the na- 
ture of man is so fallen and de- 
praved that the “allurements” of 
advertising can so easily offset the 
respectable upbringing, education, 
/and moral training of his youth; a 
more inescapable evil is to consider 
his children in such bad shape 


mentally, morally, physically, and 


spiritually, that occasional and re- 
strained drinkir g on their part will 
precipitate thei: becoming alcohol- 
ics! 

For my part, I will teach my 
children “moderation in every- 
thing, including moderation” and 
trust and hope that they will grow 
to be of such good moral tone that 
they will turn to their God in times 
of trial, and not to the bottle. 
Doesn’t a tolerant person recoil 
from Mr. Byrum’s type of think- 
ing? Doesn’t such a childish, de- 
fensive approach to a serious social 
problem “contaminate everything 
it touches” more so than liquor ad- 
vertising? 

All of us are in sympathy with 
Mr. Byrum’s concern with the wel- 
fare of society. It is a welcome and 
needed concern. But his solutions 
clearly create more problems than 
they solve. In fact, they solve no 
problems, because they ignore true 
problems. It is hoped that Mr. By- 
rum, and other such guardians of 
the public morality, will eventually 
channel their concerns and their 
energies towards the real problems 
of our society. If so, some positive 
results might be attained. 

John A. Mercer, 


New York. 
. o — 
Gin-ternationally Speaking 


To the Editor: I noted with in- 
terest in the issue of July 28 that 
John M. Weiller is as confused as I 
am regarding the “big swap” of 
Four Roses gin and Lamplighter 
gin between America and England. 

Seeking to end my own confu- 
sion, I wrote to a friend in Lon- 
don, a certain Commander So- 
and-so, but not the one so well 


UNITE! 


number of times 


you be sure your 
shake? 


It’s the Ad Page 
proves that the 


sure! 


COPYWRITERS 


Hey there, you of the vital verb and the 
noble noun! You who spend your days 
over a hot typewriter, working wonders 
with words, making good ads great. What 
of those words, copywriter? Who’s going 
to read them? You're never sure. 

Media ads don’t give you much help. 
They’re so sure of everything, except the 


people are actually ex- 


posed to your ad page. How the heck can 


words are getting a fair 


Now, for the first time, you can be sure. 
The Saturday Evening Post had Politz 
make a new media study — not just of the 
magazine issue, but of your own ad page. 


Exposure Study, and it 
page your words are 


printed on will be exposed to Post readers 
more than 29,000,000 times. How’s that 
for spreading your words? 

Now don’t go storming into the media 
director’s office with fire in your eye. De- 
scend on him calmly. es 
Besides, he knows all 
about the Ad Page Ex- 
posure power of the 
Post. He’ll look out for 
your words. That’s for 


known here. Inasmuch as he is a 
man known for the excellence of 
his martini cocktails, I asked if he 
or any of his fellow-British were 
truly shaken up over the volume of 
Lamplighter gin being shipped to 
America. He replied that he’d ney- 
er heard of the brand. I was forced 
to reply I barely had heard of a gin 
bearing the well-known Four Roses 
label. (Of course, I’m a Fleisch- 
mann’s man!) 

In the interest of gin-ternational 
relations, I would like to know 
whether Lamplighter upped its 
proof on shipment, since English 
gins are ginerally lower-proof, and 
whether Four Roses lowered its 
proof on shipment to please the 
British? 

Julian V. Pace, 

Senior Copywriter, Ted Bates 

& Co. Inc., New York. 


Finds Agreement on Goals 
for Market Research 

To the Editor: Upon reading 
your lead editorial in the July 7 
issue of ADVERTISING AGE, entitled 
“Measurements Needed,” I was re- 
minded that you may be interested 
in some remarks I made at the 
June 20 meeting of the Market Re- 
search Council in New York. 

My subject was “Where Research 
Should Be Going” and one of the 
goals I suggested was very similar 
to the goal set forth in your edito- 
rial. 

D. E. Robinson, 

Vice-President in Charge of 

Research, C. J. LaRoche & Co., 

New York. 


Adman’‘s Record Has 
Had Good Response 

To the Editor: How does an out- 
of-work advertising man sell him- 
self—especially in a depressed job 
market? 

Enclosed is one man’s attempt to 
advertise his experience and crea- 
tive ability. The folder was recent- 
ly mailed to key executives in 78 
New York City advertising agen- 
cies. 

Replies so far have been excel- 
lent and, when all the answers 
have been received, I will be hap- 
py to send you the complete score 
if you wish. 

In the meantime, please feel free 
to use all or part of the enclosed 
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ter and careers, the costs to so- 
ciety that are vastly greater than 
all forms of revenue paid.” 

The “truth” that he suggests is 
the “truth” which would blemish 
a major industry ($9 billion dollar 
investment) selling a legal prod- 
uct (83.8% of America’s popula- 
tion is under “Wet” laws) and a 
popular one, too ("57 consumption: 
212 million gallons). A product 
whose exaggerated thorn is abuse, 
not use. 

Mr. Byrum owns an ad agency. 
Would he even facetiously suggest 
that an auto account depict 
slaughter on the highways? Would 
he contend so righteously that an 
iodine producer depict the poison- 
ings? Pool manufacturers illus- 
trate the drownings? All mishaps 
incidental to the valuable and ben- 
eficial uses of these products. 

I challenge Mr. Byrum to cite 
any ads more truthful than liquor 
ads! The federal government 
guarantees the accuracy of each 
and every ad. If it says 80 proof, 
it must be 80 proof. If it says, 
Bottled-in-Bond, it must be Bot- 
tled-in-Bond. If it says Gin, it is 
Gin—that, too, is defined by law. 
And statements such as these must 
be included. There’s no error of 
omission. 

In addition, the FAA Act and 
regulations prohibit any statement 
in an ad for alcoholic beverages 
that is false or misleading in any 
material particular, that dispar- 
ages a competitor’s product, that 
is likely to mislead the consumer, 
that implies that the product is 
conducive to athletic prowess or 
that alleges curative or therapeu- 
tie effects. 

After reading Mr. Byrum’s let- 
ter, I thought somewhat of what 
it would look like had it been 
sent through such governmental 
controls. I venture to say it would 
have been considerably shorter 
and a great deal miore accurate. 

Norman Kane, 

Managing Editor, New Jersey 

Beverage Journal, Newark. 


a2 

To the Editor: ’Tis not the use 
of a bad thing but the abuse of a 
good thing that unfortunately fo- 
cuses the spotlight of moral disap- 
probation on tobacco and liquor. In 
the same framework of our discus- 
sion arises in some minds the con- 
fused picture of that which may be 
physically destructive is therefore 
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material in your editorial columns 
if you think your readers might be 
interested in it. 
George Price, 
Stamford, Conn. 


Liquor Ads Toe the Mark, 
Two Readers Point Out 

To the Editor: Quoting Mr. By- 
rum’s letter to the editor (July 
21): “...liquor people should have 
a free hand to advertise as ex- 
tensively as they wish so long as 
they stick to the truth. Let them 
set forth the effects of the use of 
their products as do other produc- 
ers. Let them depict the end re- 
sults—the wreckage of health and 
homes, the destruction of charac- 


ADVERTISING 


RECORD OF THE YEAR 


morally wrong. If we carry this 
line of thought to its ultimate con- 
clusion we come face to face with 
the fact that life which is destroyed 
by death ergo must be bad. What 
nonsense! 

When people who hold views 
such as those expressed by your 
correspondent R. H. Byrum (AA, 
July 21) upset themselves with the 
activities of those in the advertis- 
ing field who are working on to- 
baceo and liquor accounts, it is 
time to pause and wonder at the 
workings of the human mind. 

The only moral responsibility 
any man has in respect to his work 
is that he does the best he can. This 
should be qualified, of course, with 
the condition that the work to start 
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with is honest. When Mr. Byrum 
complains that the end results of 
the use of tobacco and liquor are 
“the wreckage of health and home” 
etc., he is, obviously, playing fast 
and loose with the truth. We all 
know in our acquaintance men and 
women who smoke and drink, yet 
who manage their lives in an ad- 
mirable manner. Certainly, people 
who use sleeping pills and pain 
antidotes do away with them- 
selves. Those instances where it 
can be said a person “drank him- 
self to death” are few and far be- 
tween. 

The federal restrictions on li- 
quor advertising make those of us 
engaged in this business of alco- 
holic beverage walk a mighty tight 
line. There isn’t much room to 
move around and the task with 
which the advertising man is con- 
fronted is indeed a difficult one. 
Mr. Byrum may want to give the 
foregoing some thought before he 
embarks on his project of prepar- 
ing a leaflet which at this point 
sounds as though it might be some- 
thing released by the WCTU, a 
highly objective organization. 


Ed E. Deuss, 
Vice-President, Sorensen & 
Co., Chicago. 
- 7 * 


Nothing New in Lather 

To the Editor: “Creative Man’s 
Corner,” which I believe is one of 
the very interesting features in 


ia New WOODBURY SOAP. Tris iso tre 


beauty soap. It is made by skin scientists. 

who know that these face cream oils 
and emollients help replace 
natural oils (oils you need 
to keep your skin soft, 


you ordinarily wash 
away), Now you 

can see why 
= New Woodbury's 


80 effectively smooths 


facial, or a luxarious Woodbury 
hath today. This 
ie the famous seap @ 

; ‘WOODBURY 
that gives you ee. 


your publication, may be inter- 
ested in looking back a bit in ad- 
vertising history to learn where 
“Alice in Latherland” (July 7) 
may actually have started. 

Approximately four or five 
years ago, the Robert Orr agency 
(unfortunately now out of busi- 
ness) created what we believed 
to be a very original campaign for 
Woodbury soap—a proof of which 
is attached. For the purpose of ac- 
curately recording advertising his- 
tory, you may be interested in 
crediting the old Orr agency, along 
with its then creative director 
Henry Slesar and art director Jack 
Skolnick—with the predecessor of 
today’s Dial, Dove and Palmolive 
campaigns showing well-lathered 
women. 

Carroll L. Pfeifer, 
Vice-President, R. W. Orr di- 
vision, Fuller & Smith & Ross 
Inc., New York. 

* s © 


All the Facts on the Table 

To THE Epitor: RE: Your PaGeE 3 
story JULY 21 ON NEWSPAPER- 
RATING WEEK ADVERTISING. LET’s 
GET ALL THE FACTS ON THE TABLE. 
For 1958 WE ARE CONTRACTED FOR A 
MINIMUM NEWSPAPER SCHEDULE OF 
100 LINES WEEKLY AND HAVE USED 
BETWEEN 100 AND 200 LINES TO PRO- 
MOTE SPECIAL FEATURES ONLY. DUR- 
ING WEEK OF FEB. 1, WE USED 150 
LINES; WOW-TV USED 234; AND 
KETV vusep 2,768. Durinc Fes. 8, 
ARB RATING WEEK, WE USED 1,372 
LINES; WOW-TV USED 2,404 LINEs; 
AND KETV vuseEp 5,026 LINEs. 

THEN CAME OUR DECISION TO USE 
NO SPECIAL RATING WEEK ADVERTIS- 
ING IN NEWSPAPERS. THEREFORE, 


young-looking;oils | 


rich, fragrant lather | 


your skin. Enjoy a Woodbury | 


“the skin you love to touch.” — 


DURING THE May 12 ARB WEEK WE 
USED ONLY A NORMAL SCHEDULE OF 
162 LINES, WHILE WOW-TV vuSED 
1,913, AND KETV vusep 4,214. WHILE 
DOING THIS, WE CAME UP WITH THE 
AUDIENCE INCREASES YOU HAVE AL- 
READY REPORTED IN YOUR JULY 21 
ISSUE, Pace 3. 
Owen Sadler, 
KMTV, Omana, NEB. 


o . . 
How About Spreading Bacardi's 
Plan to Other Media? 

To the Editor: Bacardi’s use of 
both Negro and white models in 
their Ebony advertising (Voice of 
the Advertiser, July 7) is interest- 
ing. While Negroes do appreciate 
seeing Negro models fairly por- 
trayed in advertising, they respond 
to ads as do most consumers: Good 
advertising sells them! 

I wonder if Bacardi’s limited in- 
tegration efforts wouldn’t prove 
just as successful in all other me- 
dia. I wonder, too, if Negroes with 
buying decisions to make don’t 
often resent and bypass those ad- 


vertisers who patronize them in 
Ebony yet ignore them in Life. 

The long-running “separate-but- 
equal” Lord Calvert “Distinction” 
campaign and the current Smirnoff 
vodka celebrity endorsement ad 
series are cases in point. It seems 
logical that a celebrity is a celeb- 
rity to all men, be he actor-direc- 
tor Sir Cedric Hardwicke appear- 
ing in Ebony or poet-playwright 
Langston Hughes in Life. 

Murray Gelman, 
New York. 
. * . 
Amplifies Story on British 
Pet Food Advertising 

To the Editor: With reference 
to the article on British pet food 
(AA, July 21), I do think that we 
as the founders of the pet food 
trade as such, should receive true 
recognition. 

As you are probably aware, 
James Spratt introduced dog bis- 
cuits in 1860 in London, England, 
and came over to this country a 
year or so later. Cat food was in- 


troduced in the 1920s and was a 
dry cereal-type food. Early in the | 
20th century, Spratt’s also intro- 


duced food for pheasants, 
birds and most other pets. 

I agree with Mr. Random that 
the quality of individual pets has 
improved and this is probably due 
to the fact that so many pets were 
put to sleep during the time of the 
blitz on London and other parts 
of the United Kingdom. Pet own- 
ers replaced their lost companions 
by purchasing pedigree stock on 
true types. 

With reference to the advertis- 
ing by Spratt’s of London, the 
figure you gave on Spratt’s ad- 
vertising is substantially inade- 
quate. The advertising agency 
handling Top Cat advertisments is 
Robert Sharp & Partners, who 
have an exceedingly high reputa- 
tion for imaginative approach and 
enterprise in the marketing of 
new products. 

Any further information you 
may require concerning the pet 


cage 


trade in Europe or this country, I 
will be pleased to supply to the 
best of my knowledge. 
H. T. Radford, 
Director and Vice-President, 
Sales, Spratt’s Patent (Amer- 
ica) Ltd., Newark, N. J. 


Says Editor's Comments 
‘Strike Dead Center’ 

To the Editor: We enclose a 
check for $5 for which please send 
us 100 copies of the reprint of the 
address by S. R. Bernstein titled, 
“Let’s Make the Real America 
More Like the Pictures in the Ads.” 

Mr. Bernstein’s comments strike 
dead center at one of the reasons 
why this great nation of ours is 
father today of twin children—the 
highest standard of living and the 
most powerful octopus of organ- 
ized crime. 

Aaron M. Kohn, 

Managing Director, Metropol- 

itan Crime Commission of New 

Orleans Inc., New Orleans. 


WLw-T 
Television 
Cincinnati 


eS YAS ee 


New! EVEN-WAVING LOTION! 


Interview: 


ah i Sage ese 2 


ee 


rrmon2ile a re 


North Advertising Media Supervisor, Armella Selsor, tells why she selects WLW 
Radio and TV Stations for “even-waving” TONI Home Permanent 


eget 


ae 


Armeila Selsor, Media Supervisor for Toni, Deep Magic, 
Adorn, Thorexin. North Advertising, Incorporated 


WLiLw-c 
Television 
Columbus 


Television 


Dayton 


Sate 


Call your WLW Stations Representative... you'll be glad you did! 


WLW-A 
Television 
Atlanta 


Network Affiliations: NBC; ABC; MBS + Sales Offices: New York, Cincinnati, Chicago, Cleveland - Sales Representatives: NBC Spot Sales: Detroit, 
Los Angeles, San Francisco. Bomar Lowrance & Associates, inc., Atlanta, Dallas 


wtiw-i 
Television 
Indianapolis 


Crosley Broadcasting Corporation, a division of Avco 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


So be my passing! 

My task accomplished and 
the long day done, 

My wages taken, and in my heart, 

Some late lark singing, 

Let me be gathered to the quiet 
West, 

The sundown splendid and serene. 


William Ernest Henley 


My Mother, Margaret Burgoyne, 
died on Monday, July 7, 1958... 
just past high noon, and forty years 
after my Dad passed away. 


She was a wonderful woman. 


Because . . . I have lived at home 
and never married, some people 
have said I was “tied to my Mother’s 
apron strings.” If this is true, I can 
only say that a mother’s apron 
strings can be mighty helpful to a 
man—for I know the many sacri- 
fices my Mother made to help my 
brother and me during the past forty 
years. 


Perhaps I remember best . . . her 
insistence that we live up to many 
old-fashioned moral standards .. . 
we believe in God and attend church 

. We practice common sense and 
fairness in everything . . . and never 
turn our backs on any task once 
tackled. 


These things my Mother taught, I 
remember well . . . although I may 
have forgotten some others. 


That is why I say that a Mother’s 
apron strings can be mighty wonder- 
ful to tie to . . . and add this simple 
prayer: “God bless all Mothers!” 
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Active UHF Viewer Homes", 1956 vs. 1958 


Source: Nielsen Coverage Service Nos. 2 and 3 


1956 
PN OD. « icisicorcesttiiditecal 3,864,560 
NORTHEAST ............... 964,850 
New England ............ 267,270 
Connecticut ............ 150,350 
ee 
Massachusetts ........ 116,920 
New Hampshire .... 
Rhode Island .......... — 
VOTMONE  oorccccceccereee —— 
Middle Atlantic .......... 697,580 
New Jersey 2,430 
New York .............. 200,100 
Pennsylvanic .......... 495,050 
NORTH CENTRAL ....... 1,412,940 
East North Central .... 1,257,220 
Ee a a 373,730 
| CES SE 307,210 
Michigan... 94,800 
GBD cssitiedseescesitons 192,980 
Wisconsin ........00. 288,500 
West North Central 155,720 
SIRIIE - sacuprtestintentinins 18,680 
IRE ccmmernnn 
Minnesote ............. 
TRIOS iscciicvoritivins 137,070 
Nebraska .............. 
North Dakote ........ wae 
Sovth Dakote ........ 
IIE pias teccitalnene 1,020,620 
South Atlantic ............ 614,920 
Delaware «0.0.00... 7430 


*Viewer Home: used at least one 


Ratio of UHF 
Viewers Grows; 
Number Dwindles 


(Continued from Page 2) 
spring of 1956, found 89 “report- 
able” uhf stations serving 389 
counties; stations were reportable 
in this survey only if at least 10% 
of the total number of homes in 
at least one county reported using 
them. Six out of ten tv homes in 
these 389 counties were uhf users. 
Nielsen’s definition for a user 
home was one that reported using 
at least one reportable uhf station 
“in the past month or so.” 


® In the spring of 1958, by Niel- 
sen’s count, there were 77 report- 
able uhf stations—a net loss of 12 
—serving 306 counties, a drop of 
83 from the 1956 spread. 

But seven out of ten tv homes 
in those remaining 306 counties 
were uhf users. 64% of the 306 
uhf-serviced counties reported tv 
home use of uhf facilities at 90% 
or better—that is 90% or more of 
all tv homes had used uhf in the 
preceding month or so. 

However, the total number of 
homes in _ uhf-serviced areas 
dropped approximately 1,500,000, 
going from 6,872,260 in 1956 to 5,- 
238,180 in 1958. + 


Storer Ist Halt Profits Dip 


A net profit of $1,729,620 or 70¢ 
per share for the first six months 
ended June 30, 1958, was reported 
by Storer Broadcasting Co., Mi- 
ami Beach. The previous year’s 
net profit for the comparable peri- 
od amounted to $4,429,484 or $1.79 
per share which included a non- 
recurring capital gain of $1,966,477. 
The company said that second 
quarter 1958 earnings reflected a 
substantial reduction in operating 
losses incurred at tv station 
WVUE, Wilmington, Del., acquired 
by Storer in May, 1957. 


Jones Joins McNeill & McCleery 

William C. Jones, formerly with 
Gladding, McBean & Co., has 
joined McNeil! & McCleery, Los 
| Angeles, as an account executive. 


| Coleman Joins ‘Newsweek’ 


=| Gordon L. Coleman, formerly 


| with Popular Mechanics, has joined 
the Cleveland sales staff of News- 
week’s international editions. 


District of Columbi 


3,563,960 erB NEES «  exincensaincainate 339,880 
1,108,160 +15 Ce ee 31,560 
344,010 +29 Maryland .............. 14,200 
197,510 +3) North Carolina ...... 65,070 
South Carolina ...... 62,060 
Se 86,920 

144,080 . 
2.420 bined West Virginia ........ 7,600 
é East Sovth Central ... 163,610 
Seas Alab 59,740 
764,150 +10 Kentucky enespscvatugnens 40,640 

Mississippi .............. 

286,780 +43 Tennessee .............. 63,230 
477 370 —4 West South Central 242,090 
1,465,480 +4 Arkansas 18,430 


Oregon 
Washington. ............ 


reportable vhf station in “‘last month or so.” 
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Total TV Homes in Active UHF Areas, 
1956 vs. 1958 
Counties Where at Least 10% of TV Homes are UHF Viewers 
Source: Nielsen Coverage Service Nos. 2 and 3 
1956 
I, Sats senssianiccssho nica 6,872,260 
TT si ssliscncscnsincsstisnseatunbenribbiaieinmaaiadion 2,117,990 
New England 373,110 
c cticut 210,980 
Maine 
Massachusetts 162,130 
New Hampshire 
Rhode Island —— 
Vermont ‘aa 
Middle Atlantic 1,744,880 
New Jersey ........ 15,010 
a aici necins ileclk soiilahialiainiaisnel 571,910 
SI 5: cisoneesanitescbbibitnneseiniieiscineiats 1,157,960 
NORTH CENTRAL ; 2,456,700 
East North Central 2,017,370 
fs SE EE ae 575,010 
SINT ariinssssinccursctonsbeaiintomebvniessecummniaiiadel 393,840 
NAIR co secncrsnssorniciaaadiina 208,600 
Ohio 424,460 
Wisconsin SEE Sei oe, RN 415,460 
West North Central ...........cccccccccccecsceeeeeeenes 439,330 
lowa 31,660 
Kansas 
Missouri ........... 407,670 
Nebraska 
ES EEE TONED BT —— 
South Dakota 
SOUTH 1,719,810 
South Atlantic 1,035,220 
Delaware 18,520 
District of Columbia 
Florida 532,240 
Georgia 36,140 
Maryland 14,500 
North Carolina 142,200 
South Carolina 102,430 
Virginia 180,020 
SUE TIIIIIIIUEE eincccsscsicecoscvesobrussossonsesrneeseonss 9,170 
NN RELA ALLA ATA 221,700 
Alab Ps 77,990 
ID Tis ibnesiteinstsstubssccnvibineseseryeeeeeireaseiwss 65,950 
PARTIE oocccecssenessceesesoscsscsocvvesserceocossssoseve 
Tennessee 77,760 
West South Central 462,890 
Arkansas 19,250 
| REET ERIE Sir cee i ey 273,950 
Oklahoma 4,950 
Texas 164,740 
WEST 577,760 
Arizona -_ 
GNIS «sca; <tddh akesibchischnpnimecontictiivesstadexiaal ——— 
Idaho 
Nevada dinette 
New Mexi — 
Utah 
Wyoming 
Pacific 577,760 
GRA rie REPRESS are ea a See 317,550 
MINI Gi dietbde cdavesvsnsccstocashrncoseseseatapucttoseenes 191,740 
Washington 68,470 
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Campbell-Mithun Boosts 4 


Four members of the research 
staff of Campbell-Mithun, Minne- 
apolis, have been promoted fol- 
lowing the appointment of Dr. Les- 
lie Beldo as research director of 
the agency. Mr. Beldo succeeded 
Alden Grimes, now marketing vp 
of the agency’s Chicago office. The 
research promotions are Wesley 
Booman, from project supervisor 
to assistant research director; 
Richard R. Rundle, from research 
assistant to creative (copy) re- 
search supervisor; William E. 
Barnes, from research assistant to 
market analysis supervisor, and 
Daniel Griemel—from research as- 
sistant to project supervisor. 


Adams Seeks Airline Agency 


Mel Adams & Associates, New 
York public relations company, is 
screening agencies interested in 
handling the Venezuelan Airline 
(LAV) account. Solicitations are 
welcomed, but Adams says it has 
“no idea” about the size of the 
budget. 


PHONE NOW! 
MARKETS - 
SNAPPED UP 
EVERY DAY! 


VONFDENTIAL 


starring 


fabulous city in the world! 
Never before filmed for local 
market television! 


buys 
midwest regional! Schaefer 
Beer! Pabst! CBS in New 
York! KTTV! Triangle! West- 
inghouse! Storer! Meredith! 


Choice markets still available! 
Phone now! — Plaza 5-2100 


‘Television Programs of America, Inc. 
488 Madison Avenue - New York 22 


—) 


Wire or phone 
Michael M. Sillerman, 
Exec. V.P., collect 
today for your 
p11 AB, BBs. 
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1 Ad Expendi in Farm P First 6 Months, ‘58 
Slow Starting Summer xpendilures in Farm Papers, First 6 Months, 
P Advertisers who spent $25,000 or more in farm publications during the first six 
Hurts Seasonal Fields months of 1958—and their expenditures for the first six months of 1957—are listed 
‘i in the following tabulation. The figures were compiled by Farm Publication Reports 
iz and include advertising in the 37 member farm publications. 
5 (Continued from Page 1) in 1958. A newsletter just issued 
4 by Resort Management showed | by National Assn. of Travel Or- 1958 1957 1958 1957 
that vacationers are playing it| ganizations reports: “Although the Rand: Menter: Cay. scscicicteatttsenveiserecvvss0c005 $ 1,068,227 $ 1,146,954 | Illinois Farm Supply Co. ..........000 55,134 51,970 
closer to the vest this year by not] economic situation has not been | General Motors Corp. ........... 1,060,543 | James Cunningham & Son Co. .......... 54,677 26,062 
committing themselves as early} bad enough to seriously affect ei- | '"ternational Harvester Co. ................ 899,682 934,642 | Sears, Roebuck & Co. .....cccccccseeereees 54,465 98 
as in previous years. If the|ther the determination or the | Mossey-Harris-Ferguson ..............00 864,941 459,954 | Andrew Jergens Co. .......ccceeceecrseeee 53,000 56,800 
weather is bad, the vacationers do | ability of most people to take va- American Cyanamid Co. ..........00 607,006 820,414 | Equitable Life Assurance Society ........ 52,715 80,731 
other things. cations, the weather has. At home, BBs I i ec etictenssececccccoss 504,276 268,146 | Ft. Dodge Laboratories .............00008 52,300 45,133 
Motel owners should do as well| cold, wet, disagreeable weather Deere & Co. Jin RMEEE costécdsnessoccessies 385,266 467,977 | Wisconsin Motor Corp. .......ccccccereen 51,587 53,237 
this year as they did in 1957, ac-| has plagued large sections of the Chas. Phimwr B CO iiss. ceccccscecssreseee 376,516 421,896 | Borg-Warner Corp. ....ccccescersesersesrers 51,098 67,220 
p cording to Joseph Mobley, exec vp| country, appreciably lowering Ralston Purina Co. orecceeececeseseseeeeeeeees 356,263 302,648 | Allied Mills ..........cccccsesseeeseeeeesernenenenes 50,875 46,808 
of the American Motor Hotel | travel volume in late winter, | Goodyear Tire & Rubber Co. ............ 328,151 264,368 | Automatic Equipment Co. ...........000 50,401 8,963 
Assn. Business currently is 5% | spring and early summer. Abroad | Chrysler Corp. ssvcssssmsereerseeennee 290,563 265,538 
better than last year, he said, but| the nearly hot war in the Mid- Allied Chemical & Dye Corp. ............ 285,488 307,588 | Wirthmore Feed Co. o......cccccccccseeneee 49,863 31,380 
pointed out that there are 150,000 | dle East is having its effect. Alto- | Allis Chalmers Mfg. Co. ....-....-..0.-0 274,245 351,508 | International Minerals & Chem. Corp. 49,346 41,932 
more motel rooms this year. gether the outlook for a travel General Electric Co. ..ccccccccccccccccccceseneee 270,020 277,059 | Funk Bros. Seed Co. .........ccccccccecseeeeees 49,053 23,093 
Despite inclement weather and| volume equal to 1957 has grown New Holland Machine Co. ................ 261,925 235,414 | Bristol-Myers Co. ...cccccecccceeeee 48,538 120,025 
: the business recession, people are dim. But the morale of both the Amer. Telephone & Telegraph Co. .... 245,776 226,179 | LP-Gas Information Service ................ 48,462 70,449 
# still taking vacations, although | traveling public and the travel in- ee oe re 228,170 73,346 | McKesson & Robbins ..............0eeee 47,705 80,500 
many have reduced their vacation | dustry is high, and 1959 is just Firestone Tire & Rubber Co. ..... 221,622 300,705 | Brillion Irom Works ..........cccccccceseeeeeree 46,356 39,431 
budgets and many are vacationing | around the corner.” Champion Spark Plug Co. ..............0... 211,681 188,142 | California Spray-Chemical Corp. ........ 45,602 51,429 
closer to home, he said. As one clue to what has been | Rexall Drug Co. wrrescecsecssesersesneens 192,775 254,451 | Sherwin-Williams Co... 45,295 23,890 
happening, the Department of In-| __ Seven-Up Co. ...ccccceccesereees 44,850 43,200 
Air Conditioning ‘terior reported visits to the na- I ccc cecccsncses ceases 191,625 158,372 | Electric Auto-Lite Co. 44,842 40,592 
Weather has again tripped up | tional parks, which had been Standard Brands Ee 184,074 BERATED T ARIE, . sccisticcretnssbcsctiesecnqeetittntionss 44,105 55,044 
the growth of the youthful air | mounting steadily in recent years, | Monsanto Ch 171,156 343,639 | Starline INC. worssrvvrerssesrerreeereeer 43,297 26,247 
conditioning industry. Its sales) were down 6.3% in January ee 163,987 119,056 | Pioneer Hi-Bred Corn Co. .......cc0n 43,205 32,468 
had mounted steadily from 30,000 | through May over the correspond- Phillips Petroleum Co. 2.0.0... 162,678 148,010 | Coats & Clark’s Sales Corp. ..........00 42,640 75,600 
room units in 1946 to 1,000,000 by | ing period of 1957. I Be rrcrcecevsscccesvecene 162,215 WU et NN Oe i eseeretbinie 42,450 55,850 
1953 and had spurted to 1,780,000 Olin Mathi Chemical Corp. .......... 159,160 102,059 | Balfour Guthrie & Co. occ 42,421 31,343 
in 1956. Bad weather was blamed . a a. po ES) 156,604 141,414 | Fairbanks, Morse & Co. ........ccceecee 42,069 44,076 
for the dip to 1,600,000 units in r A bright spot in the travel in Standard Oil Co. of Indiana .... 151,417 SAID: FB: Te Wee COD. cncncccrccnsscscsscvesectestoes 41,938 38,941 
: , ’ ustry appears to be trips to Eu- 4 é - 
1957. A dip of another 10% . BPs GEUININN TE aise ec ccacccnccccccsciccs 150,048 44,239 | McMillen Feed Mills .........cccccccccceeees 41,623 33,714 
fo rope. American Express Co. re- _ c 
charged to even worse weather is| ported that travel to Europe | oe) Over 148,305 121,800 
feared this year by the Air Con-| th m ‘ R. J. Reynolds Tobacco Co. ................ 144,638 BROS. 1. G, Bi Delete B Cabs scvcccecoscicccosssecsesesessese 41,500 
raree : 4 , rough mid-July is up 15% over : 
ditioning & Refrigeration Insti- , DeKalb Agricultural Assn. .................. 141,701 127,875 | Chemagro Corp. .....-sserscsseesereerescenere 41,467 9,444 
| last year, according to a survey of 
tute ‘ Re ee 141,434 205,803 | F. S. Royster Guano Co. «00.0... 41,386 24,507 
> ste at p 27 key European tourists centers. : . 
: Air conditioning industry ex-| « : ‘ . Western Auto Supply 140,070 POE TE 1 PRIN CIE Fivrectcsccstescctscescescsateninases 40,955 149,528 
; : Tourist traffic for the period R : 
a perts fee] the 1,780,000 unit vol-| NN i ccs scresesecscseesnes 137,851 326,598 | Fox River Tractor Co. .......cccccccsesseeeeees 40,841 35,526 
: Ay | ranges from 10% to 30% ahead of ' i 
ume reached in 1956 would not | . - es New York Life Insurance Co. .............. 129,510 122,385 | Land O'Lakes Creameries ................ 40,545 40,660 
. last year in most of the cities ‘ 
represent a peak for the industry polled,” American Express said TE 125,558 107,778 | Oelwein Chemical Co. ...........005 * 40,415 28,594 
if favorable weather conditions| « . . : ee | Mote B CO. siidsichieriss........ 125,273 90,616 | Bethlehem Steel Co... 40,325 45,442 
. , | “Brussels is up a whopping 300%. . 
prevailed, and they are particu- Spencer Chemical Co. 2............ccc0008 123,710 G7,1GD | Mea COT. sccveeessirsoncersansvecesencccssies 40,195 31,631 
, ‘ , Advance fall hotel reservations , 99 32,287 
larly disappointed at suffering a o oo.” B,D, Fe CAS co cheisastlntateicinte 39,930 j 
‘ , are now up 5% to 15%. , 
second setback this year, instead A I GN, occa cresesccsccesesare 120,188 TEESE .F Cette DR iintacensnstaioennmnce 39,336 36,400 
’ Four reasons were given for the : : , 
of the recovery, and movement Ae ‘a American Home Products Corp. .......... 118,114 87,121 | Midland Cooperative  ........cr 38,404 36,983 
’ . upswing: The Brussels fair; ad- 
toward new records which they - American Tobacco Co. .................00006 112,869 VORBSS.. 1. Colne: Berg, Ce... sscesercrcerssesssvoesssotoseseers = 37,894 38,410 
ar é vance budgeting for foreign trips, 
anticipated on the basis of the in- . ye SEMI GO MIs lrswsccsencsecascosesrosse 112,226 DE DIR 1 TD BRIE BRB. cccercecccoveceievccnescsosentpecsoses ; 37,835 4,380 
— so the economic slump didn’t af- . . . 0 
dustry’s unsatisfied market po- fect plans; continuing extension SD GUIGs I  lartcctne essen ssrcscccecseccceee 111,311 133,703 | Wilson Refrigeration... 37,535 25,11 
tential | ts ? * a E. |. DuPont de Nemours & Co. ........ 108,654 59,976 | Timkin Roller Bearing Co... 36,000 51,885 
° F | of the “fall season,” and a surpris- 
In one special area however ls “ Delaval Separator Se 104,780 87,834 James Mfg. Be sccnieenninn 35,772 60,865 
: roxepedil ’ » ingly large demand for “economy . , 
the air conditioning industry is fe re | Abbott Laboratories 104,422 B4,434 | Papec Machine Co. ......ccccecsssssereeneens 35,674 31,723 
, , class” fares. “Requests for this kelly Oil : 35,65 35,000 
experiencing a boom year. On| class have far exceeded tr ¥ SE eee 104,422 Der | PRE CO: iis vvivccsccsstecccnapescessor epee 655 ¢ 
: ae ansat 
the basis of reports from satisfied | : ee Ml pe > e State Farm Mutual Auto Ins. Co. ........ 103,133 46,800 | Honeggers & Co. o.ccccccccsesersereneenenees 35,639 24,824 
© lantic airlines’ estimates,” Amer- 1 
users, the demand for automobile) jcan Express said Campbell Soup Ce. os..s.....0000000seccesee0 101,940 92,460 
air conditioners has surged ahead, - Ne 98,162 98,105 | Colorado Fuel & Iron Corp. .......:.0. 35,320 38,051 
with prospects that sales will Summer Clothes ee 97,766 63,821 | Lundell Mfg. Co. ....cccccccccsceceerreeereeereree 34,821 21,817 
j : Food Machinery & Chemical Corp. .... 97,226 102,075 | Hanson Chemical Equipment Co. ........ 34,584 45,616 
reach 400,000 units this year, a i 
total which would be about dou-|,.. 12° Coolish summer has had | johnson & Johnson veovecsecosseeenn . - 95,906 182,170 | McCulloch Motors Corp. ccc 34,033 28,075 
ble the 1957 output. little or no affect on the sales of | Virginia-Carolina Chemical Corp. ...... 95,569 yp BE a a ae 33,800 22,600 
most kinds of summer clothing. | Minneapolis-Moline Co... 95,277 97,959 | Western Condensing Co. . ae 33,233 43,098 
Soft Drinks Department and specialty stores | Quaker Oats Go. .eciccieewnnnn 94,516 161,237 | Mall Tool Co. ...ccsscssessssesseecssensssessenee . 32,780 43,630 
While the soft drink industry | 5#!¢s have shown sales gains for | Northrup, King & Co. ............. 93,667 88,554 | Asphalt Institute .........eereen 32,730 31,500 
has been holding its own on a na-| {'Ve, Consecutive weeks although | Continental Oil Co. ...e..c.cccoorooneeee 90,082 81,990 | H.W. Naylor Co. o....ocorreeeeeenseeeen . 32,614 29,835 
tional basis, according to Ameri- | %°t 1" every city. Kelly Springfield Tire Co. scssosssesssseue 32,400 31,500 
can Bottlers of Carbonated Bever-| Marshall Field & Co., Chicago, | Sinclair Refining Co. 0.0.0.0... 89,740 139,472 | Pittsburgh Plate Glass Co. ............ . 29968 29,450 
ages, the industry is by no means reported that it had record sales Keystone Steel & Wire Co. «0.0.00 87,626 82,524 | Oyster Shell Products Co... 31,760 30,885 
pleased with results. in July, representing a “consider-| Morton Salt Co. 86,757 84,319 | A. E. Staley Mfg. Co. coves 31,704 4,500 
Early in the year it planned on able” increase over July, 1957.] Swift & Co. cooccccccceses- 85,108 184,045 | Studebaker-Packard Corp... 31,234 59,550 
another 8% to 10% gain in volume|O™® New York ready-to-wear | Socony-Mobil Oil Co. 0.0... 85,094 117,947 | Stauffer Home Planning Co. ........... 31,200 
for 1958, after reaching a peak | Shop, Russeks, reported that July | Dow Chemical Co. .o.........-ccccccscceseeees 83,933 125,975 | Union Carbide & Carbon Co. ............ 30,963 85,460 
volume in 1957. Advertising and sales ran 80% ahead of last year. | Westinghouse Electric Co. ... 83,741 90,554 | Weyerhaeuser Sales Co. «0.0... 30,871 75,181 
promotional budgets of all seg- | Some stores even said that they Norwich Pharmacal Co. .............00006 83,661 80,187 | Aluminum Co. of Americc ..... 30,849 124,501 
ments of the industry were ex- could have done more business in| F. E. Myers & Bros. Co. .....:c:ccsesesee 83,218 70,454 | Consumers Cooperative... 30,565 34,919 
panded in anticipation of a big July if inventories had been heav-| Nutrena Mills 83,122 COREE FB. We Beth COs, secccccuserscesiinvescncuereeiepes 30,360 
year. ler. General Foods Corp. 00.0.0... 82,573 116,174 
While the industry is disap- Swimsuits have had a poor sea-/| Assn. of American Railroads .............. 81,418 78,931 | Knights of Columbus ...........000 29,608 3,050 
pointed that these sales increases | 5°”, however, with many stores} National Steel Corp. 0.0.0.0... 75,101 GERD: 4 TT GB sricprsyacceoteciitacnesesicctcbnseneesse 29,458 13,242 
failed to take place, the associa- behind 1957 sale:, some 8% off, | Caterpillar Tractor Co. oo... 74,373 BE 5, PE FI Gs bedttvivcscsssseancrvnversscens 29,356 19,039 
tion believes industry members others more. Stores were unable | Dr. Salsbury’s Laboratories ................ 73,918 55,179 | International Salt Co. .........:cccccceeeeee 29,261 26,709 
recognize that the failure is to recoup June losses (due to un- | Colgate-Palmolive Co. ............ 71,554 Ue OIE, BG Siscediteoscinseeninstcrarsonesnstvees 29,218 19,708 
‘" chargeable largely to bad weather seasonal cold) in July, and most | Cities Service Co. .................... 68,481 EE FCA TE DS, ixcnctvnenivsecsctorsesssevoneses 28,838 17,838 
J toh : ; of them were not attempting to | Butler Mfg. Co. wo... cccccccsteeeeeees 67,671 32,889 | Pfister Associated Growers .........:.0 28,608 35,054 
which resulted in the cancelation 
dj of many special events which con- extend the season through August. | Eaton Mfg. Co. .....ccceeccccccccccsessesenseneee 65,125 64,515 | Velsicol Chemical Corp. ......0...cccc0 28,310 39,795 
tribute to the sale of beverages. Stores are anxious to move cur- | Amer. Agricultural Chemical Co. ........ 64,846 29,453 | Smith-Douglas Co. ............. 28,280 18,852 
4 “The loss of those events, with rent stock at clearance prices and Oe NO NIG issn pecersisccepaceopecesscies 28,149 92,900 
their sales opportunities probably clearance sales are drawing good | Dairy Equipment Co. ............00 64,743 65,721 | Chilean Nitrate Educational Bureav .. 28,072 13,877 
represents the edge between aj|TeSponse now. Sa 64,468 922 | H. D. Hudson Mfg. Co. ....c..ccersresrsesseres 27,734 56,112 
year equal to 1957, and one which closely approximate last year al- | Amchem Products .......0......cc:+:ccssseseseee 62,453 Cockshutt Farm Equipment ................ 27,400 19,437 
measures up to our original hopes though dollar volume will probab- | American Electric Light & Power Co. .. 60,636 96,220 | Corning Glass Works ........ccccereeees 27,319 23,860 
for 1958,” an association spokes- ly be down, + Commercial Solvents Corp. .......-::0+ 59,944 VAR REE: 1 AGGR PROGINS secccccnscrscceccccecesoessescvrnsiees 26,394 
man said. Armco Steel Corp. oo.......cccceceseeeeeeeees 59,930 53,351 | Ambassador College .......:cccccccecees 26,268 
“In any event, I doubt that our Wexton Adds Two Accounts FURIE SII aliiicitlins.....-.0rsdscoveasensas 59,065 28,443 | Doane Agricultural Service sesssecernnere 25,876 8,018 
members regret their increased Wexton Co.. New York, has been PPI Gat catia... -.cccdsvcncessviens 58,783 28,183 Pennsylvania Grade Crude Oil Assn. 25,530 22,350 
expenditures for advertising and appointed to handle advertising Kewaunee Machinery & Conveyor Co. 57,831 57,399 | Reynolds Metals Co. .......ccccccceeeereceees 25,386 24,896 
promotion. If these expenditures |for Cormac Photocopy Corp., New Murpr © Products Co. .......cescsseserens 55,486 31,587 | Container Corp. of America .............. 25,048 20,600 
had not been made, who knows| York, maker of photocopying on : : MCR Ry REE Sap ee a 
what would have happened to | equipment. Albert Frank-Guenther | Strassberg Heads ABC PR ant director of press information|manager of press information, a 
sales this year.” Law is the previous agency. Wex- | as Warner Moves to CBS-TV of American Broadcasting Co., | newly-created post at CBS Tele- 
ton also has been named to handle| Two new press chiefs have been|New York, has been promoted to| vision, New York. Larry Lowen- 
Travel advertising for Independent Tele-| named in a re-alignment of press|director of press information. Mr.|stein, director of CBS-TV press 
Travel organizations generally | vision Corp., New York, a new tv|departments at two major net-|Strassberg replaces Hank Warner, | information, has been named di- 
report disappointing volume so far | film producer-distributor. works. Stephen Strassberg, assist-|who resigned to become general|rector of special services. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap limes 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 


line. Add 


two lines for box number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Mariton Ave., Los 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days 
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6 MONTHS ENDING DEC 


HELP WANTED 


LAYOUT ARTIST 
Experienced artist 


large electronics corporation's advertis- 


with proven ability 
to lay out sales brochures and promotion| Publisher of two leading trade 
materials wanted for art department of | tions has opportunity for qualifi 


publication date. Display classified takes card rate of $17.75 per column 
card discounts, size and frequency apply. 


CIRCULATION FOR 
_ 31, 1957 


40,429 


HELP WANTED 
PROMOTION AND RESEARCH 
DIRECTOR 
ublica- 
person 
and research. 


in promotion, publicity 


ing staff. Some preference will be given| This is a position for one who has a 
midwestern applicants. Send samples, re-| fertile mind and a desire to advance. 


sume and letter to Jack Miller, Art Di- | Loop 


reetor, Collins, 
Rapids, lowa. 


Radio Company, 


MOLENE 


ee wwe abiic Relations 


a Production Service 
“All is grist, which comes te our mill” 
Andover 53-4424, 105 W. Adams St., Chge 3 


IMMEDIATE OPENING 


ora 

MANAGING EDITOR 
Perhaps you're just the man to fill the 
job as managing editor of Industrial 
Marketing. Basic requirements are pre- 
vious experience as a business publica- 
tion managing editor and/or actual 
experience in industrial advertising and 
sales promotion. The man selected will 
be an experienced writer with a grasp of 
the fundamentals of graphic presentation. 
He will have the ability to work effec- 
tively with others and make friends for 
the publication through outside contacts. 
Most important requisite is an already- 
developed interest in marketing subjects. 
The salary will be commensurate with 
experience. If this job sounds like an 
important challenge for you, send a 
resume and salary requirements to: 
Dick Hedgson, Executive Editor, Indus- 
trial Marketing, 200 East Illinois &t., 
Chicage 11, Ml. 


CREATIVE WRITER for preparation of 
folders, booklets, other p-o-p material, 
mailers, house organs. Mfr. nationally 
known in its field, located in pleasant 
midwest community of 11,000, is expand- 
ing promotion program. If you are under 
30, looking for opportunity to grow with 
a@ progressive company, write in full. 
Send samples iall will be returned). 
State salary requirements. 
Box 1725, ADVERTISING AGE 
200 EF. Illinois St., Chicago 11, Illinois 


Executive Secretary 

(Advertising Agency) 
An unusual spot as secretary and general 
assistant to head of small but top-level 
agency. Starting salary $550 per month 
with ample chance for increases. Qualifi- 
cations, beside adequate secretarial pro- 
ficiency, knowledge of basic 
or real aptitude with figures; fair knowl- 
edge of production and general desire 
for a range of activity. The right person, 
here, can make herself invaluable, and 
can earn accordingly. Letter of applica- 
tion should be comprehensive. Address: 


Box 1726, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


accounting | 


location convenient to all modes 


Cedar of transportation. Five day week; 9 to 5 


with full hour lunch period. Outstanding 
|group insurance program. Must be avail- 
able by September 1. Salary commen- 


Advg. Managers surate with experience and ability. Write 


Box 1727, ADVERTISING AGE 
| 200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
POR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 
FREE-LANCE ARTISTS 
Connection with Cosmetic Manufacturer. 
| Demands top layout and finish, illustra- 
| tions, photo-supervision know-how. Tell- 
all first airmail letter. Samples returned. 
Box 1728, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EDITORIAL POSITION 
Outstanding opportunity for college grad, 
lage 21-30, with editorial experience to 
jjoin staff of well-known monthly busi- 
}ness magazines in Des Moines. Send 
resume to: 

Box 1729, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

MEDIA DIRECTOR 

j SAN FRANCISCO 
Major 4A Agency has opportunity for 
man strong on media analysis and plans, 
not just space and time buying. Indus- 
| trial, electronics, consumer media. Prefer 
|young man looking for growth. Send 
complete resume, stating salary require- 
ments, experience, reasons for wanting 
|change. Replies confidential. Staff knows 
of opening. 
| Box 1730, ADVERTISING AGE 
| 480 Lexington Ave., New York 17, N. Y. 

EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
| Publishers Employment 

469 E. Ohio St., Chicago, Su 77-2255 


RESEARCH 
Large 4A Agency - New York. Looking 
|\for Research Project Director. Prefer 
Adv. Agency exp. Also need Assistants 
| to Project Directors with some Rsch exp. 
State salary. Send resume to: 


Box 1731, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


|ADVERTISING Agency Copywriter—Im- 
|mediate opening for young man with 
journalism and/or advertising back- 
ground. Join the staff of the Midwest's 
most aggressive, fastest growing agency. 
Job offers full array of benefits in- 
|cluding profit sharing and stock partici- 
|pation. Send resume for appointment. 
Fletcher, Wessell & Enright Adv., Inc., 
Commerce Building, St. Joseph, Mo. 


WE WANT 
Top-Flight 
Advertising Man 


This position demands a man with solid advertising and 


sales promotion experience from both company and agen- 
cy sides. He is working now—is on his way to the top. 
Must have plenty of know-how and at least 12 to 15 years 
of outstanding performance behind him. Be creative, a 
good organizer and capable of directing people. The skill 
to take a project, cut through obstacles and get the job 
done is essential. We are not interested in a “generalizer” 
who sits back and lets others do the work, then takes it 
apart. We want an initiator. College graduate. Salary com- 
mensurate with experience and results. A real opportunity 
for the right man. WRITE and se// us that you are that 
man. Replies that do not satisfy these basic qualifications 


will not be considered. 


ABSOLUTELY NO PHONE APPLICATION 


CONSIDERED 


Address: ADVERTISING DEPARTMENT 
SOCONY MOBIL OIL COMPANY, INC. 
150 East 42nd Street, New York 17, N. Y. 


HELP WANTED 


POSITIONS WANTED 


Advertising Age, August 11, 1958 


BUSINESS OPPORTUNITIES 


CAN YOU WEAR 2? HATS? 
Successful nationa’ trade magazine pub- 
lished in Los Angeles needs competent 
| salesman with versatility to handle make- 
up, production and assist with editorial. 
Some travel. Salary, modest expense ac- 
count, incentive opportunity. A nice job 
for a nice guy who can sell and loves peo- 
ple and magazines. Our folks know about 
this ad. 

Box 27 R 81, ADVERTISING AGE 
4041 Mariton Ave., Los Angeles &, Calif. 


POSITIONS WANTED 
SKETCHMAN 
Versatile, prolific, available partime or 
freelance—crisp visuals and comps. 
RIC GRASSO 4-593 NYC 
NAT'L Adv. Space Sales. NYC. Good pro- 
ducer, 30. Solid background ya | for 
Nat’! Advertiser & Pub. Rep. M.S. in 


aes > 
x 1732, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


SAN FRANCISCO 
Creative Account Executive and Copy 
Writer, now with respected Eastern 
agency, seeks a future in the Bay area. 
Veteran, 34, with family. No big brag- 
ging here. Prefer to let experience, 
account planning, copy and Starches 
speak for themselves if you will contact: 
Box 1733, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TV pilot ready to film. 5x3% new produc- 
ing corp., long talent, scripts options; 
5x$1000. Intrviews only, principls only. 
Hushar Productions, Inc. 31 W 63, NYC 2% 


AD MGR, SPM er AE 
Doubles in art direction—strong on 
direct mail, publicity, technical copy. 
Experienced—food processing, industrial, 
home improvement. Versatile, resource- 
ful, responsible. BS, Age 40. Will relocate. 
min. Send for resume. 
Box 1734, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


ADV., SALES PROMOTION MGR. 
OR ASST. 
Responsible, hard working young man 
(36), good organizer, used to sparking 
ideas, selling and implementing them. 
Over 11 years exp. includes copywriting, 
planning, budgeting, adm., co-op, agency 
liaison. Oil, major appliances, mail order, 
industrial products background. Write for 
resume. 
Box 1735, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR 

CONSUMER - INDUSTRIAL - TV 
19 years experience - 4A Agency (Indus- 
trial, Appliance, Food). T.V. (Production 
and storyboard). Complete knowledge of 
department operation (Production - Buy- 
ing). Extremely fiexible. Will tailor 
talents to fit your clients’ tastes. Excel- 
lent references. Will relocate. 

Box 1736, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Writer. P.R. specialist avail. part time 
or for assignments. NYC base. Top refs. 

Box 1737, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


ADVERTISING 
PROBLEMS? 


3 dynamic young ad men with wide ex- 
perience in ad dept. of one of nation’s 
10 largest corporations are opening com- 
plete collateral advertisin materials 
service—catalogs, direct mail, brochures, 
etc. Ideal opportunity for small or medi- 
um size mfr. or retailer to avail himself 
of solid creative talent. We invite your 
inquiry. Michigan 2-6322. 


IMPACT PROMOTIONS 
161 E. Erie, Chicago, III. 


ADVERTISING COPYWRITER 
IN THE GRAPHIC ARTS. INDUSTRY 


A splendid opportunity for seasoned 
advertising writer with experience in 
the graphic arts industry. He must 
know printing, offset and duplicating 
presses and equipment as a result 
of his having worked on an account 
for an agency or in the advertising 
department of a manufacturer selling 
in the duplicator or printing markets. 

This is an excellent opportunity 
with a highly ty ay advertising 
agency located in New York City. Our 
staff knows of this advertisement. 
You may write with complete confi- 
dence giving a comprehensive résumé 
of your experience and background 
indicating salary requirement. 

Box 208, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


ART DIRECTOR 
POINT-OF-PURCHASE 


We are the leading company in this 
field with unsurpassed creative and 
production facilities. In addition to 
cardboard and motion we work in 
corrugated, wood, plastic, wire, metal, 
etc. If you are presently responsible 
for a substantial volume of creative 
art direction in our field, or if this 
opportunity is of interest to you, we 
invite your inquiry. Résumé will be 
held confidential. We would like to 
hear from the man with a creative and 
imaginative approach to POP prob- 
lems, one who welcomes a challenge 
and new horizons. An excellent op- 
portunity to form a lifetime associa- 
tion. New York City vicinity. Box 203, 
ADVERTISING AGE, 480 Lexington Ave., 
New York 17, N. Y. 


PRODUCTION MAN-—9 years experience 
with type, plates, art schedules, costs. 
Box 1738, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR-LAYOUT ARTIST 
Desires position with smaller agency in 
a medium size city. Ideas, layouts, com- 
prehensives. Available now. Salary $8,000 
to $10,000. 

Box 1739, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
COPY—SALES PROM. 

Proven successful 10-year record in drug, 
cosmetic and pkge. goods field. Fresh 
concepts and real creative thinking in all 
media to stimulate sales. Excellent agency 
background. A real pro from any angle. 

Box 1740, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


MEMO TO BUSY ADMAN 
If you’re longing for a sec’y “plus’’— 
here’s one who knows ad bus., can buy 
time - space, even types and takes short- 
hand. Wants boss who needs real help. 
Chicago only 
Box 1741, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


DEPENDABLE ASST.—YOUNG WOMAN 
Progr. agency or? Pub. cont., corresp., 
Prod., ete. Seek perm. opport. Loop. 
Box 1742, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN 


Young newspaper space salesman, 
Advertising Degree, seeks full 
time position with consumer or 
trade publication. Available for 
New York interview week of 

August 25th. Resume on request. 
Box 1743, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 

WRITER IN LOS ANGELES 

Exp. book, magazine, ad copy, letters. Al- 
so ad selling. Free lance OK. Paul Gross- 
berg, 3355 Vinton Ave., LA. VE 8-2882. 
WRITER, EDITORIAL ASST., exp. na- 
tional travel & business publications, 
wishes feature writing or editorial posi- 
tion. Prefer So. Calif. Also free lance 
reporting. Age 32, good refs. 
Lawson, 8417 Ridpath Dr., L.A. 46, 
Calif. OL 4-2013. 

REPRESENTATIVES WANTED 
Want Space or time rep to share office 
space. All Facilities available. Reasonable. 
Pure Oil Bidg. Phone St 2-4227 or 
Ra 6-5413 Chgo. 

REPRESENTATIVES AVAILABLE 
WELL ESTABLISHED REP. BASED 
N.Y.C. wishes to represent trade pub. or 
sports athletic or sports equip. publs. 


comm. basis. excellent record, top con- 
tacts, college, mature thinker, send re- 
cent issue. 


Box 1646, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

PUBLICATION REPRESENTATIVE 
With 24 years experience selling indus- 
trial advertising for one of the largest 
publishing companies in the U.S. Last 
few years Div. Mgr. along with selling 
one of their publications, Chicago loca- 
tion preferred. 

Box 1744, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


$300,000.00 CASH 


available for purchase of Magazine Co. 
Must be profitable. Confidential. J. H. 
Reardon Co. 469 E. Ohio &t., Chicago 
Superior 7-1856 

ICELAND 
You may not sell refrigerators there! 
But there is an effective press in the 
country for Advertising other manufac- 
tured goods. Book space via us. 

Ask for our Overseas Press Annual. $2. 
Details from: 
PUBLISHING & DISTRIBUTING 
co. LTD 


MITRE HOUSE, 177 REGENT STREET 
LONDON, W.1. 


MISCELLANEOUS 


ARTIST OR WRITER 
Air conditioned Michigan Ave. studie with 
| phone answering. Winsor Associates, Inc. 
6 North Michigan Ave., Chicago. An 3-7767 
FOR SALE 
A. B. Dick Model 350 Offset Press, 
Excellent diti - $1700.00. Dorsey 
Trailers, Elba, Alabama - Phone Elba 400. 


FREE $25,000 BILLING 
to Chicago agency that can keep this 
38 year old AE busy. Nothing to offer 
prospective clients in present sub- 
urban location. Sick of loafing. Will 
contact, create, solicit, sweep out-and 
welcome cut in middle 5-figure salary 
for action and future possibilities. 
Rated in top 5% for copy and per- 
sonality by consumer and industrial 
clients. 

Box 204, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Iilinois 


YOUR CLASSIFIED 


AD HERE WILL 
GET RESULTS 


The Midwest's 
outstanding placement 
service for Adv. * Art & 

allied fields. 

By appointment only 
59 E. MADISON + SUITE 1417 
CHICAGO 2, Ill. 
CEntral 6-5670 


PREMIUM SALES REPRESENTATIVES 
Nationally famous brand of quality 
cutlery and tableware offers unusual 
opportunity for representatives with 
established followings in premium, 
industrial and specialty fields. Long 
line, wide range. Self-liquidators, 
executive gifts, trade stimulators. 
Sound programming. Generous com- 
mission on original and repeat or- 
ders. Write Sales Manager, Carvel 
Hall Cutlery, Crisfield, Md. 


on the trade, this can be a place to 


@ Sell yourself in your letter. Tell 


Box 207, ADVERTISING AGE, 480 


GENERAL ASSISTANT TO PUBLISHER 
@ Busy publisher of children’s books, located in New York City, is 
looking for an assistant who can assume a wide variety of duties. 


@ If he can write, has some understanding of the mechanics of pro- 
duction, is creative with a promotional flair and would enjoy calling 


@ The business has tremendous room for growth and the right man 
can eventually become a major factor in this company. His personality 
must be pleasing and congenial; his age between 25 and 35 and he 
must be able to start at a modest salary. 


ness experience, give age and state minimum salary requirement. 


hold and satisfy him for his lifetime. 


us about your education and busi- 


Lexington Ave., New York 17, N.Y. 


ACCOUNT EXECUTIVE 


or one man agency with growth 
billing: aggressive, well-known West 
Coast 4-A agency has created un- 
usual opening in LA office—an oppor- 
tunity you have probably wanted all 
your agency life. We are soundly fi- 
nanced, well staffed for present bill- 
ing; interested only in right man with 
right growth accounts or prospects. 
Write in complete confidence—your 
privacy will be fully respected. 

Box 202, ADVERTISING AGE 
4041 Marlton Ave., Los Angeles 8, Calif. 


MARKET RESEARCH 
MANAGER 
Well-known 4-A agency seeks versa- 
tile man with strong agency back- 
ground in market research, media 
research, copy research and related 
merchandising activities. Must be 
processed in new business aspects 
and have an effective client contact 
personality. Salary to $18,000. If 
ualified, contact me in strict confi- 


ence. 
George E. Pylkas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 


220 S. State St. « Chicago - WA 2-4800 


Ready To Move: 


We believe you will be interested 


advantage. For this privilege, we 


SUCCESSFUL ACCOUNT AND 
CREATIVE MANAGEMENT 
TASK FORCE! 


agency is bringing in new business, or needs fresh creative think- 
ing and direction on accounts you already have. We have a long record 
of proven ability as a team, working successfully on leading national 
accounts at a well-known 4-A agency. Our present employers continue 
to value our services highly. Our jobs are not in jeopardy. This unique 
opportunity is open to you only because we seek a greater challenge 
in an environment where our combined talents can ~5 used to 


“package” that eliminates the time, effort and risk involved in organ- 
izing your own creative-management crew. We are ready to move. 
If you are, too . . . your letter will start us on the way. Address 
Box 205, ADVERTISING AGE, 200 E. Illinois St., Chicago 11, Illinois. 


in our unique capabilities if your 


better 
offer you a ready-made premium 
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Advertising Age, August 11, 1958 


Kemper Adds All of Vaughan | 
Vaughan Seed Co., Chicago and | 

New York, national distributor of | 

garden and lawn supplies, has ap- 


and New York, to handle all ad- 
vertising of all products. Plans call | 
for intensive consumer advertising | 
in selected markets and a trade| 
program throughout Vaughan’s en- 
tire distribution area. The 1959 
campaign will be the largest in 
Vaughan’s history, the agency 
says. The previous agencies in 
Chicago were N. W. Ayer, for 
Vaughan’s catalog division, and 
Presba, Fellers & Presba, handling | 
garden supplies. Don Kemper Co., 
New York, replaces Samuel Croot 
Co., New York. 


Y&R Has Rothman’s Ltd. 

In a story last week on a state- 
ment by Patrick O’Neill-Dunne, 
technical director of Rothman’s 
Ltd., ADVERTISING AGE stated incor- 
rectly that F. H. Hayhurst & Co. 
was the company’s Canadian agen- 
cy. Hayhurst is the previous agen- 
cy. Young & Rubicam has handled 
Rothman’s in Canada for almost a 
year now. 


Progress Names Lavenson 
Progress Mfg. Co., Philadelphia, 
has appointed Lavenson Bureau of 
Advertising, Philadelphia, to han- 
dle advertising for its residential 
lighting fixtures and other prod- 
ucts. Al Paul Lefton Co. was the 
previous agency of record. 


LAST CHANCE! 
supervisor. Top soap-deter- 
gent marketing, promotion 
exper. Cosmetic exper. 


a pms 

MKTG. EXEC. with broad 
big-agency, big-account 
experience 

MEDIA DIR. Very exceptional 
fringe benefits. 

cory, | 4 exper. 
not req. if good e 


GLADER CORPORATION 


Den Harris, Dir. Adv. Div 
110 S. Dearborn CE 6-5353 


Account 


$30M + 
$18M + 


Chicago 


Salesmen’s Reports Are Barometer 
sitcom emme'es” Cheese Of TV Show's Impact, Says Keesely 


(Continued from Page 3) 
cates that people, far from being 
|tired of Miss Meade, find her just 
as acceptable as ever as a sales- 
woman. 


= Mr. Keesely believes in getting 
the right tv sales personality for a 
product and then sticking with 


|him, as Lorillard’s Kent does with 


Bob Wright, and as Old Gold did 
with Dennis James for several 
years. Mr. James was replaced as 
Old Gold’s spokesman, it was ex- 
plained, not because the agency 
felt the public was tired of him, 
but because there was a shift to a 
different copy approach that didn’t 
fit his personality. Announcer 
Jack Gregson now has a long- 
term contract to push Old Golds 
on television. 

As for the star of the show 
helping with the selling, Mr. 
Keesely thinks the use of the star 
in commercials can be a valuable 
plus for the sponsor if the star is 
used briefly only, and in a way 
that is believeable. He considers 
it a mistake to try to make an 
announcer out of the star. 

And what about program con- 
tent; should agencies get back into 
ty program production? No, says 
Mr. Keesely, who advises agencies 
to stick to the advertising business 
and leave show business to the 
pros in that field. 


® But he is quick to point out 
that an agency must keep a very 
close watch on the outside pack- 
ages which it does buy, making 
sure that the interests of the 
client are being safeguarded and 
working with the producer in a 
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consider self-starter . 
thinker .. . 


heavier background . . 
and present salary to Box 


IS THIS YOUR CHANCE? 


Copywriter—sales promotion—can build his own career 
in advertising and marketing with well-known growth 
company (nine Divisions, widely diversified). Will only 
. good writer... 
preferably experienced on durable products. 
Moderate salary for limited experience . 
. splendid future. Send résumé 


480 Lexington Ave., New York 17, N. Y. 


imaginative 
. more for 


200, ADVERTISING AGE, 


THAT AID SALES 
AND ADVERTISING 
EXECUTIVE 


15> services 


fre “i 4 


‘FREE BROCHURE 


YOURS FOR THE ASKING! 
Find out how these 15 important 
Manpower, Inc. “Sales Aid” Services 
will help you. 
Vincrease Sales and Distribution 
¥ Cut Marketing Costs 
¥ Support National Promotions 
at the local level 
W Eliminate Trouble and error 
in merchandising promotions 


Attach this ad to your letterhead 
and mail today to: 
A decade of Business Service 


manpower, inc. 


over 140 offices in U.S., Canada, & Abroad 


World Headquarters 
804 N. Plankinton Ave., Milwaukee, Wis. 


ADVERTISING 
ART DIRECTOR 


with agency experience. 4-A Agency 
needs good idea man who will do 
roughs through comprehensives, art 
direct own accounts and do some 
client contact. Diversified national 
and industrial accounts—all media. 
Send résumé stating age, experience 
and expected salary. All applica- 
tions confidential. Do not send 
samples at present. 
Box 206, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


- BACON KNOWS 
MAGAZINES! 


We specialize in magazine clipping. 
Our list covers 3500 business, farm 
and consumer magazines —a complete 
blanketing of the American magazine 
field as listed in Bacon's Publicity Checker. 
You can check your own publicity, compe- 
tition’s publicity, competitive advertis- 
ing or subject research. Here is the 
complete service for magazines. Best 
coverage, fastest service, highest 

accuracy. 
* BUSINESS * FARM 
* CONSUMER 


Send for Booklet No 56 —_ 
How Business Uses Clippings” 


BACON'S a BUREAU 


14t Jackson Blyd., 


ago 4, Whinois 
WAbasK 2.8419. 4 


constant effort to improve the 
shows. 

If the agency is not actively 
producing its tv shows, how does 
it justify the 15% commission on 
talent production? It’s the agen- 
cy’s job, according to Mr. Keesely; 
to know what shows are available, 
to help develop new programs, 
and to evaluate them properly. 

Once a decision has been ar- 
rived at, the agency must make 
sure that the price is in line and 
handle the negotiations for time. 
“Why, there are a million tricks in 
buying, and we've got to know 
them all,” he said. 

The Lennen & Newell vp de- 
fends the current program diet 
being dished out by tv, which he 
calls the “greatest entertainment 
medium ever offered to the pub- 
lic.” 


® He denied that tv’s copy-cat 
programming and_ conservative 
buying are being fostered by 
agency men who are too cowardly 
to advise their clients to buy 
something some new and poten- 
tially promising if there is some- 
thing innocuous and safe around. 

“Of course we buy the best we 
can for our clients, and we try to 
vary the public diet as much as 
possible,” Mr. Keesely said. “But it 
costs a lot of money to gamble on 
something different in tv, and you 
can never tell when a promising 
idea, such as this year’s ESP 
show, will not pan out. Sometimes 
the wisest thing is to buy an 
established show such as ‘Play- 
house 90,’ ‘Person to Person’ or 
the ‘Arthur Murray Party,’ all of 
which are still very popular with 
the public.” # 


Attendance of 


1,000 Seen at 
R.0.P. Sessions 


(Continued from Page 2) 
perience in r.o.p. color use. 

Some of the problems faced by 
newspapers will be made clearer 
when Anton Bondy, print media 
manager of Lever Bros. Co. and 
chairman of the newspaper adver- 
tising service committee of the 
Assn. of National Advertisers, re- 
ports on the results of a survey 
among advertisers to get their ex- 
perience with color, what they like 
and dislike about it, and their ap- 
praisal of its performance. 

Similarly, A. G. Ensrud, of J. 
Walter Thompson’s Chicago media 
staff, will report on the status of 
r.o.p. color, bringing up to date a 
study begun three years ago. 

The Bureau of Advertising, 
ANPA, has a new slide film on 
color; J. Walter Thompson is set 
to show how it explains r.o.p. col- 
or to the agency and to its clients, 
and Alfred Politz will comment on 
color and its effects. 

Henry Eybers, production man- 
ager of the Washington Post & 
Times-Herald, heads a mechanical 
production session aimed at solv- 
ing problems for color users, and 
the problem-solving sessions will 
be continued the final morning of 
the meeting. 

A Tuesday night dinner, of which 
Sinclair & Carroll Co., Chicago ink 
maker, is a sponsor, will feature 
the Editor & Publisher r.o.p. color 
awards. 


= The conference is planned to 
permit advertisers and agency men 
in the East to see what r.o.p. color 
is doing in the rest of the country. 
The eastern bloc was chipped way 


somewhat this year as the Boston 
Globe, the Baltimore Sun and the 


Washington Star added color fa-| 


cilities, and the Philadelphia Bul- 
letin’s facilities were augmented. 

Representatives point out that | 
r.o.p. color is now available in all 
U.S. markets with more than 500,- 
000 population except New York, 
Providence, Jersey City and Louis- 
ville. 


R.O.P. COLOR UP IN 
FIRST HALF, HOE FINDS 


New York, Aug. 6—Newspaper 
r.o.p. color advertising linage was | 
up 4.4% over the first six months 
of 1957, R. Hoe & Co. reported, 
following a study based on Media 
Records statistics. 

R.o.p. linage fell 1.6% in June, 
1958, vs. June, 1957, while all oth- 
er advertising was off 4.8%. The 
411 newspapers in 132 cities meas- 
ured by Media Records ran 9,517,- 
612 lines in June, compared with 
9,671,993 a year ago, Hoe reported. 

This June, 454 national adver- 
tisers used r.o.p. color linage. Here 
are the five top users with their 
respective linage figures: 


Bet I in Gs ew eyo 839,813 
2. Gulf Oil Corp. ...... 313,027 
3. Shell Oil Co. ........ 148,352 
4. Standard Oil Co. of 

SLA bit wacko 139,767 
5. Phillips Petroleum .. 127,175 


Winston used 167 newspapers, 
nationwide. 

June also was marked by a 
growth in retail r.o.p. color—4,- 
413,829 lines total, according to the 
report. + 


‘Fore’ Moves Oftices 


Fore Magazine, southwestern golf 
publication, has moved its offices 
from Amarillo, Tex., to Fort Worth. 
Mailing address is Box 12232, Fort 
Worth. 


~~ ROP 
COLOR 
POWER 


BUSCH BAVARIAN 
MOVES FROM 
OBSCURITY 
TO FIRST PLACE* 
IN PACKAGED, 
TAKE-HOME 
BEER SALES 
IN 31% MONTHS 


* A series in full-color ROP, in 
remarkable Rockford, flinois, 
did it for Busch 
Bavarian Beer! 


RAE 600. 
910 East 138th Street 
New York 54, W. Y. 
Sales Offices: New York * Boston 
Chicago Dallas lami 
San Francisco 


LS. 


ce 5 coy 


re 
The 
DETROMT | 


_ FREE 
PRESS 


M oat 8 


FIRST 


Newspaper! 


~FinsT WITH 
$0 MANY READERS 
FoR 
$0 MANY REASONS 
Shon 9, gpaltla e GRE 
daily in Michigan 
Proudly serving 
the people 
since 1831 
MDE RETRAIN LE IF 


FIRST 


Detroit's most 


FIRST 
in editorial 
excellence 


More awards, honors 
— including four 
Pulitzer Prizes 


FIRST 


Growing faster 
in past 

five years than 
evening papers 


Five year growth 
greater than 
evening papers 


—you see the friendly 
Free Press everywhere! 


MATIONAL REPRESENTATIVE: 
Story, Brooks & Finley 


RETA. REPRESENTATIVE: 


George Molloy, New York 


colorful newspaper! 


in circulation gains 
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(Continued from Page 1) 
1,300 brands active in spot or net- 
work during April, May and June, 
with nearly 80 of them using both 
forms of radio. The second quar- 
terly report has a good many more 
brands active in radio than did 
the first, but this comparison, the 
bureau warned, is decidedly un- 
scientific, since the second report 
is a great deal more comprehen- 
sive than the first. 

However, Kevin B. Sweeney, 
president of RAB, estimates “con- 
servatively” that radio business 
generally is running about 5% 
ahead of last year’s levels, despite 
the recession. 


s Leading company in spot for 
the second quarter of this year in 
terms of “activity,” which is as 
close as RAB can come to a sub- 
stitute for dollars, was R. J. Rey- 
nolds Tobacco Co., a heavy user 
for Camel and Winston. 

The activity rankings were 
made by converting spot an- 
nouncements and programs to the 
equivalent in cost of one-minute 
spots by weighting to get a uni- 
form basis for a “total.” 

Reynolds’ selective buying 
ranged from 20-second station 
breaks to 15-minute programs. 
This tobacco maker is also a lead- 
ing network radio advertiser. 


s Runner-up to Reynolds was 
Ford Motor Co., with the Ferd 
auto getting heavy play, but with 
Edsel also going strong. Ford, an- 
other big network buyer, used 
everything from 10-second an- 
nouncements to programs of 15- 
minutes or more. 

Others in spot’s top ten, in order, 


Top 30 Advertisers in Spot Radio 


R. J. Reynolds ‘Most Active’ User of 
Spot Radio in 2nd Quarter, RAB Says 


according to the bureau’s guessti- 
mate of amount of money spent, | 
were: American Tobacco Co.; Le- 
ver Bros.; Best Foods; General | 
Motors; Sterling Drug; Colgate-| 
Palmolive; Texas Co., and Liggett | 
& Myers. | 


Spot radio continues to —— a 


its biggest support from the food 
and grocery category, which con-| 
tributed one-fourth of the total | 
billings in the second quarter. | 
Next were gasoline and lubri-| 
cants, followed by tobacco prod- 
ucts. 


s Said John F. Hardesty, RAB vp 
and general manager, in com- 
menting on the spot activity: 

“Among the lesser known facts 
revealed by the list is the degree 
to which Procter & Gamble (No. 
27 in the top 30, with minute an- 
nouncements) has been moving 
back into spot radio. 

“Of key significance also is the 
heavy use of spot radio by strong 
regional companies like White 
King Soap Co.; in many cases 
these advertisers are outdoing na- 
tional brand activity in their own 
distribution areas. 

“For other major national me-_ 
dia, competitive facts like these | 
have been on the record for some | 
time.” 

At which point Mr. Hardesty | 
proceeded to take a swipe at one! 
of am radio’s biggest competitors 
—tv, obviously, though he didn’t 
mention it by name. 

“In getting up its quarterly re-| 
ports,” he said, “radio has one | 
advantage over at least one of its | 
major competitors: There is no 
barter activity in spot radio; 


hence campaigns reported in the 


we | Wrigley Jr. Inc. 

i | The leading net category in the 
S |activity table, by a shade, was 

drugs, with automotive second 

and food and grocery third. + 


Spot Radio 
Advertisers By Category 
Second Quarter, 1958 


» | Rank Category % 

B | 1 Food and Grocery .........-cccsse000 25.0 

Food, Grocery, General ................ 8.2 
De Screed biarribertephscetsiensasevccrane 4.0 
Bread, Flour, Cereal ..............c006 3.0 
CTS iss abelian det tbit in idBhaccrnssincindee 2.7 


LEGGY—Starting in October, Bur- Baby Foods ip takisneiabibuabadidyieicicnstsitigies 8 
lington Hosiery Co. will promote Food Chains as Cevccesencesovececccsosescese J 
two-color half pages with an ex- 2 Gasoline, Lubricants .................... 115 
< : : 3 Tobacco Products .............:cseeee 10.8 
panded media schedule including | 4 yi, peer, Wine ccccsccccsucnennene 8.3 
Ladies’ Home Journal and McCall’s| 5 See ea 74 
as well as fashion magazines. Don-| ¢ Drugs 67 
ahue & Coe is the agency. RT ERE 6.4 
8 Toilet Requisites ...........cccceeeee 4.2 
RAB report are bona fide, full-| % Confections, Soft Drinks ............ 2.8 
impact use of the medium, rather Pe I sareccessictdcincccivadiseesiencees 2.3 
than reflecting as leaders accounts | Be NE bani ci evanipattncasenecpachestniiesects 2.2 
which are widely known to be 12 Transporation, Travel ................... 2.1 
buying fringe time at bulk trade- 13 Miscellaneous ..........cccceeeseeeseeeees 17 
out prices.” | 14 Publications ..........::.cccscsrssssseseeees 1.3 
| 15 Building Materials ...............:00000 1.2 
Drugs Big in Network We RD phish ietsbenereriventabasbeesesect 1.2 


7 Clothing, Apparel, Accessories ..... 1.1 
Consumer Services ..............cccceeee 9 
Household Products, General! .... 


Again, using the yardstick of | ' 
the number of commercial min- . 
utes purchased in the quarter, the | 9 
bureau has come up with a list of 20 Pet Products dopbtiscnaatipeentoneliiiimedmmns 7 
what it believes to be the top 20 21 Appliances ............... cesevennennnenonene 5 
spenders in network radio. The 22 Watches, Jewelry, Silverware .... 4 
network compilation is still going 23 Amusements séausiaideiaemmnbieeaniabaians 2 
on, and the bureau says it will 24 Notions 1 
have rankings, in terms of approx- (25 Real Estate, Homes ...........-......000+ 1 
imate amounts of money spent, on | 


this phase of the report later. New "Weekend’ 


The five leading network users 


given in alphabetical, not rank, Replaces ‘Chicago 


order were: Bristol-Myers, Brown 


|& Williamson, Ford Motor Co., News’ Roto Section 


General Motors and R. J. Rey-| : 

nolds. | CHicaco, Aug. 7—The Chicago 
Among the brands getting the | Daily News will introduce its new 

heftiest network push were Ford,| Weekend roto magazine supple- 


Edsel and Chevrolet cars; Wins- | ment in its Saturday issue, Sept. 6. 


(Based on Total Time Purchased 
in 2nd Quarter of 1958) 


Source: Radio Advertising Bureau 


No. of Announcements 
(by length in seconds) 
10 20 30 60 5 10 
sec. sec. sec. sec. min. min. min. 15 


1. R. J. Reynolds Tobacco Co. 156 —— 2871 — 39 39 — 
2. Ford Motor Co. ....cccccccceesees 373 199 168 20,345 287 65 130 77 
3. American Tobacco Co. ........ 2,168 —— —— 17305 ——- —- — 74 
4. Lever Bros. Co. ....cccccsecneeeseee 1,923 560 30 146014 —- — — — 
5. Best Foods, Inc. .......ccse-e 274 50 46172 14893 —- — 35 — 
6. General Motors Corp. ........ 162 375 —— 40388 —- — — — 
7. Sterling Drug Inc. .......... 76 88 11,932 608 — 32 — 
8. Colgate-Palmolive Co. ........ — 288 —— 11,499 \ ) 
Pi RG, cortetcctectctemaateae 18 282 —— 10,312 07 —- —>  — 
10. Liggett & Myers Tobacco Co. 172 392 803 9,505 36 —- — — 
11. Sinclair Refining Co. .......... 32,9544 ——  —— —_—  -—- —- = 
12. Anheuser-Busch Ine. ........... ~ 2,146 1,620 176 =—5,215 2%—- — 1 
13. Penick & Ford Ltd. ............ — — — 68283 —- — — — 
14. American Home Prod. Corp. 2,134 —— -—— 5602 —— — 30 — 
15. Foster-Milburn Co. .............. —_—_— —- — 33145 —_- — — 338 
16. Bristol-Myers Co. .............. —_—_— —_— —  —-—“‘<—C H/'}'FTZ el eel ee ltC 
TF. Ste OE Ce vscesssccstnecessinses —_- —— 67 2,876 1,818 104 204 — 
18. Continental Baking Co. ...... —_  —_—- —-_—_—‘§,381 200 —- —- — 
19. General Foods Corp. .......... 49 36 191 5,168 —_- — — — 
20. Beech-Nut Life Savers Inc. 400 1,688 323753 —- — — — 
21. Standard Brands Inc. ........ —_ — 41 49738 —- — 21 — 
BR, Ge GI Ty. icisessesececoseseseses —_—_— —— i i / 9TF —— —— — —lC 
23. Cities Service Co... —_—_—- lc CH IF'A  —— sl —l—C— 
24. Carling Brewing Co. ............ 216 ©9952 3398 12533 wo—- —- — 
25. Continental Oil Co. .......... —— —— —— 46007 394 39 — — 
BGs PURI PAB basccscstsesocecncosessise —_—_— —_—  —-—<‘aSTK  K-  lU ll lll 
27. Procter & Gamble Co. ........ —_—_— ll CO HSI lc lc 
28. Eskimo Pie Corp. ................ 2,313 144 — 3272 —_- — — — 
29. Ralston-Purina Co. .............. —_ ——_—- —_ 386 99 156 77 — 
30. Tetley Tea Co. .o.ccccccccceeee 7— 4381 —  s—- So —- — — 
tAnnouncements are shorter than 10 seconds in length. 
NOTE—The yardstick for ranking is total number of announcements and programs pur- 


chased in the quarter. The company buying 


so on down the line. One-minute announcements are the most popular buy. Hence, the 
number of one-minute announcements bought was the index of activity used. (A e- 


Number of Programs 
(by length in minutes) 
15 over 


the largest amount of time ranks first, and 


ton, Camel, Viceroy and Kool cig- 
arets; Bufferin headache remedy; 
Vitalis hair preparation and Ipana 
dentifrice. 


® The other top 20 companies in 
network... AFL-CIO; American 
Motors; American Optical; 
fornia Packing; Carter Products; 
Colgate-Palmolive; Ex-Lax; Gen- 
eral Electric; General Mills; 
Hertz Corp.; Lever Bros.; Lewis 


ments of other lengths and programs were converted to their equivalent value in one- 
minute announcements.) The list is based on RAB’s sampling of one-third of the spot radio 
medium. It is roughly equivalent to the ranking based on dollar expenditures in the me- 
dium. However, where companies are close together in the number of announcements 
and/or programs they use, ranking may not be exact, as is the case in any measurement 
based on a sample. 


Howe; Liggett & Myers; Pabst 
Brewing; Plough Inc., and William 
Network Radio 
Advertisers By Category 
Second Quarter, 1958 
Rank Category % 
URIs naceiirtstesi ccntsccoestsieevnibnienabiene 16.5 
2 Automotive «~ WS 
DR, PNY cssistatrecsstssiciesiccncs 11.0 
Food and Grocery, General ........ 6.4 
Bread, Flour, Cereal .................... 27 
Cooking Ingred., Condiments ........ 1.0 
DUI: csvscosnsivvaserersovvesavevssescnesscenstes 4 
NN aia aiiks. scoccthiaabaisantacsvasions 2 
I ioe atisiessssieicebsei 2 
Meat, Fish, Fowl J 
4 Religious 7.9 
5 Veteened PeeWee o..cnccesesissenccccssse 7.8 
6 Toilet Requisites ...........ccceceee 7.3 
7 Cl s «. £4 
8 Miscellaneous ................ccscsccosssoeees 3.8 
ETI. viccciciscnceiescisnsdenbinn 3.7 
10 Confections, Soft Drinks ............ 3.2 
11 Household Products, General .... 2.6 
12 Publications 2.3 
13 Finance .. 19 
14 Transportation, Travel ................ 1.8 
15 Appliances “ 17 
16 Watches, Jewelry, Silverware .... 1.6 
17 Gasoline, Lubricants .................... 1.4 
18 C Services 1.2 
19 Building Materials 11 
20 Agriculture Lm 
21 Pet Products 4 
22 Noti 4 
Tr I Siceahccrvcciectthibisicivhossess’ 2 
24 Clothing, Apparel, Accessories .... 2 


Cali- | 


| The locally-written supplement 
|replaces the newspaper’s present 
| Roto supplement and will appear 
with This Week Magazine and 
|color comics in Saturday issues. 
| The News does not publish on 
| Sunday. 

| @ Weekend will carry a four-color 
| cover and a minimum of 16 pages. 
|Rates and mechanical require- 
ments will be the same as for the 
Roto section—a monotone page 
runs $1,525 to $1,250, depending 
on frequency, and color is avail- 
able. 

“Primarily, the magazine will 
deal with the leisuretime interests 
of Chicagoans on Saturday and 
Sunday,” said Basil L. Walters, 
executive editor of the News. “It 
will also contain reading for the 
weekend.” 

Features will include articles on 
theater, travel, gardening, music, 
conventions, science and automo- 
biles. # 


‘Business Papers Mean 
Business,’ Says ABP Drive 

Associated Business Publica- 
tions, New York, will launch a 
$120,000 advertising campaign in 
September, using seven advertising 
business papers, through Media 
Promotion Organization. The twin 
campaign themes are “Men who 
read business papers mean busi- 
ness” and “Advertising in business 
papers means business.” 

Drop-ins and house ads are be- 
ing furnished to ABP member 
papers in electro form, and be- 
tween 80 and 100 publications are 
expected to cooperate. Salesmen 
for ABP publications will be 
assisted in merchandising the cam- 
paign theme by matchbooks carry- 
ing the theme, stickers for use on 
outgoing mail by members, and 
drop-in logotypes for use in mem- 
ber promotion. 


~* 
- 
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Blainik Report 
Blasts FTC as 
‘Weak, Apathetic’ 


(Continued from Page 1) 


false and misleading advertising 
was attributable by the commis- 
sion to its lack of statutory au- 
thority, but it was unable to offer 
any suggestion for legislative 
amendment to improve protection 
to the public in this field.” 

Inasmuch as the report was 
written while committee members 
were still white-hot from their 
recent hearings on FTC’s per- 
formance in the toothpaste field, 
today’s report is regarded as a re- 
liable sign that similar, and per- 
haps even more outspoken criti- 
cism awaits FTC in a third report 
dealing with toothpaste and tran- 
quilizers which may be released 
next week. 

In regard to weight reducers, 
the committee said FTC failed to 
discharge its statutory responsi- 
bilities to protect the public from 
the evils of false and misleading 
advertising. “As a_ result,” it 
said, “the American consumer is 
being bilked out of approximately 
$100,000,000 it spends annually 
on these preparations.” 

The report noted that FTC 
sought to excuse its failure to 
proceed in weight reducer cases 
because of a key case it lost in 
1946. Reviewing the commission’s 
handling of the test case, the com- 
mittee found FTC’s staff relied on 
only two medical witnesses, in- 
cluding one who admitted he 
never tested the product and had 
seen its ads only for seven min- 
utes, shortly before he went on 
the witness stand. 


s “By the commission’s own ad- 
mission,” the report said, “its evi- 
dence in this case was poorly pre- 
sented in court.” 

Continuing, the report scolded 
the commission, “The loss of one 
case does not excuse the 12-year 
paralysis of the commission in 
failing until recently to proceed 
against falsely advertised drugs 
and other weight reducing prepa- 
rations.” 

The report noted that within 
the past few weeks FTC has insti- 
tuted action againt five weight 
reducing preparations, including 
some which had been discussed 
at last year’s hearing. “It is our 
hope that the recent proceedings 
instituted by the commission 
against five alleged weight reduc- 
ing preparations indicate a change 
of policy as well as a change of 
attitude,” the committee said. 

The report compares FTC un- 
favorably with postal fraud in- 
spectors who have been active in 
the weight reducer field. “Since 
1955, the Post Office Department 
alone has successfully proceeded 
against some 40 companies for 
falsely advertised weight reduc- 
ing preparations,” the report 
pointed out. 


= While the committee did not 
make specific recommendations 
for dealing with FTC’s alleged 
shortcomings, it published a list 
of suggestions which it hopes oth- 
er congressional committees will 
consider. 

One of the most drastic would 
strip FTC of all responsibility in 
the field of food and drug adver- 
tising and turn the job over to the 
Food & Drug Administration. An- 
other would shift the burden of 
proof to the advertiser in cases 
where the public health is in- 
volved, particularly for food and 
drug products. The subcommittee 
stressed it was neither endorsing 
nor rejecting any of the specific 
changes it mentioned. 


Stressing the successes which 
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had been scored by postal officials 
in dealing with weight reducer 
promotions, the report noted these 
fraud orders were obtained de- 
spite the fact that postal authori- 
ties face a more formidable effort 
in proving fraud than FTC does 
in proving false or misleading ad- 
vertising. In some instances the 
Post Office Department’s fraud 
orders have been circumvented, 
the report found, because sellers 
transferred their activities out- 
side the mail. 


® The report quotes with approv- 
al testimony of the general counsel 
of the Post Office Department 
who said, “No other country in 
the world begins to approach our 
national use of direct selling by 


mail. The public has amazing con- 


fidence in products so advertised 
and it is part of my job to try to 
see that this confidence is not 
misplaced. It is a protection not 
only to the public but to the le- 
gitimate operator.” 

The committee commented, 
“The vigor of this expression by 
the Post Office Department is re- 
flected in its zest and achieve- 
ment in enforcement. In contrast, 
FTC testimony evidences a de- 
cadent attitude toward enforce- 
ment reflected in the statement 
that ‘It really takes a person 
who is gullible to believe many of 
these ads.’” 


= In 1958, FTC requested $10,000 
for an additional medical officer, 
$10,000 for clinical testing of drug 
products, and $13,500 for other 
testing at scientific laboratories. 
These funds were not provided. 

Nevertheless the report blames 
FTC for “failing to apprise Con- 
gress of its difficulties.” “One in- 
dication of the atrophy that has 
gripped the FTC in its ineffective 
enforcement is its failure to appre- 
ciate what legislative and adminis- 
trative changes are required,” the 
report said. To illustrate its point 
it quoted a letter to Rep. Blatnik 
from Robert M. Parrish, secretary 
of the commission. 

“During the course of this hear- 
ing,’ Mr. Parrish wrote, “your 
subcommittee requested the com- 
mission to submit legislative pro- 
posals or suggestions regarding 
regulation in this field. 

“Since the hearing this subject 
is being carefully considered, both 
by the commission and its staff. 
The commission has no proposals 
or suggestions to submit to your 
subcommittee at this time, but 
will continue its study of the 
problem in the hope that con- 
structive proposals or suggestions 
can be submitted at a future 
date.” 


= The committee compared han- 
dling time of post office and FTC 
cases and said FTC’s long delays 
are convincing evidence that the 
commission is “virtually impo- 
tent.” It found that average time 
from receipt of a complaint to a 
decision in a mail fraud case is 
190 days, while FTC’s false adver- 
tising cases average considerably 
over a year. “In enforcement gen- 
erally, and in the field of false 
and misleading advertising in 
particular,” the report said, “ef- 
fective enforcement and expedi- 
tion are synonymous. Every day 
of delay costs the public thou- 
sands of dollars, not to mention 
the price paid in consumer 
health.” 

Ideas collected in the report for 
consideration by other congres- 
sional committees include these: 


e Enlarge the jurisdiction of the 
Post Office Department to include 
all false and deceptive advertising 
disseminated by mail, instead of 
simply those which solicit money 
or property. 

e Provide easier standards of 
proof for the post office in han- 
dling false advertising cases so 
that its burden would be no heav- 


\ 
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BE PREPARED—This color page is 

scheduled for metropolitan news- 

papers on Sept. 11 or 12 as the key 

piece in the American Dairy Assn.’s 

More Milk for the Weekend pro- 

motion. Campbell-Mithun is the 
agency. 


ier than that now placed on FTC 
in handling a false advertising 
case. 


e Broaden the postal fraud laws 
so that a person who is subject to 
a fraud order which bars him 
from receiving mail will also be 
prevented from sending out third 
class mail. 


e Make FTC and postal orders 
interchangeable so that post office 
findings in fraud cases can be 
used by FTC in advertising cases 
and FTC findings in advertising 
cases by post office in fraud cases. 


e Make mail fraud orders and 
cease and desist orders binding on 
other advertisers and media uti- 
lizing the same illicit advertising 
for the same product after notice 
of the provisions of a mail fraud 
or cease and desist order is made 
known to the advertiser and the 
advertising media. 


e “In cases where the public 
health is involved, particularly in 
food and drug cases, consideration 
could be given to placing the bur- 
den of proof on the questionable 
advertising.” Under this plan, the 
report said, the sponsor of the ad 
would have a burden similar to 


|that required for new drugs prior 


to their release by the Food and 
Drug Administration. “In an area 
of business activity so intimately 
affected with the public interest, 
the privilege of being able to ad- 
vertise and continue in business 
may carry with it an obligation to 
sustain the truth of such advertis- 
ing,” the report suggested. + 


National Cranberry 
Fall Push Stresses 
‘Natural Mate’ Motif 


Hanson, Mass., Aug. 7— “‘Natu- 
ral mate for every meat,” is the 
theme of a new campaign starting 
this fall for the National Cran- 
berry Assn.’s Ocean Spray prod- 
ucts. 

The theme, first introduced 

arlier this year (AA, April 21) 
will be promoted with color ads in 
September-issues of Ladies’ Home 
Journal, Life, and The Saturday 
Evening Post with follow up ads 
in these three publications plus 
Sunset Magazine. 

Newspaper ads during Septem- 
ber and October will offer 20¢ off 
on every two cans of Ocean Spray. 
Point of purchase material also 
will be available. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. + 


Galloway Joins Epstein 

John Galloway, formerly an 
associate of Laurence News Serv- 
ice, has joined Alvin Epstein Ad- 
vertising, Washington, as a time 


buyer. 


Last Minute News Flashes 


Hulett Named Manager of Borden Foods Research 


New York, Aug. 8—M. Tenney Hulett, consumer research manager 
of Borden Foods Co.’s research center for the past year, has been 
named to the newly created post of market research manager. Before 
joining Borden in 1957, he was a market research analyst at Lever 
Bros. Prior to that he was with Elmo Roper & Associates. 


United Artists Buys NTA Pact; Will Acquire AAP 


New York, Aug. 8—The dispute over whether United Artists or Na- 
tional Telefilm Associates is going to buy Associated Artists Produc- 
tions, tv film distributor, has been settled out of court, with a United 
Artists subsidiary agreeing to pay $2,000,000 to NTA to buy out the 
company’s purchase agreement. This clears the way for United Artists 
to complete the purchase of the majority stock of AAP for approxi- 
mately $7,700,000—$4,200,000 of which has already been paid. It’s too 
soon to say whether the present management of AAP will remain under 
the new ownership. 


McKenna Joins Lambert & Feasley 


New York, Aug. 8—William J. McKenna Jr. has joined Lambert & 
Feasley as creative director on proprietary new products. Formerly 
creative director and vp of Scheideler & Beck, he was most recently 
associate copy director of Bryan Houston Inc. 


Dow to Handle Store Sales of J. B. Williams Items 


New York, Aug. 8—Henry O. Dow, formerly with Bourjois Inc. as a 
vp supervising sales, sales promotion and advertising, has joined Phar- 
maceuticals Inc, as vp in charge of food store sales for J. B. Williams 
products. Kenneth Keller, formerly with Pharmaceuticals as assistant 
vp and director of sales promotion, has joined Permacel-LePage’s 
Inc., a Johnson & Johnson company, as national account manager. 


Crowder Named Publisher of ‘Industrial Distribution’ 


NEw York, Aug. 8—Walter F. Crowder, editor of Industrial Distri- 
bution, will also assume the duties of publisher, effective Nov. 1. He 
succeeds A. M, Morris, publisher since 1945, who is retiring. Donald 
C. McGraw Jr., son of the president of McGraw-Hill Publishing Co. 
and currently advertising sales manager of the company’s mining 
publications, will become assistant publisher of Industrial Distribution 
Sept. 1. His successor on the mining publications has not been named. 


Publicis Named for World Trade Fair Europe Ads 


New York, Aug. 8—The U. S. World Trade Fair has appointed Pub- 
licis, Paris, to handle and coordinate its advertising in Europe. Liaison 
will be through Bernard Musnik, head of Publicis’ New York office. 


Soughan Rejoins Pepsi as VP, Ad Director 

New York, Aug. 8—John J. Soughan has rejoined Pepsi-Cola Co. as 
vp and advertising director. Mr. Soughan worked at the company for 12 
years prior to 1956, when he went to Kenyon & Eckhardt as creative di- 
rector on Pepsi. He is replacing Charles Derrick, who resigned recently, 
following the appointment of William C. Durkee as vp in charge of 
marketing. Mr. Durkee was formerly vp in charge of Pepsi's central 
division in Chicago. 


Plehaty, Watkins Join Houston; Other Late News 


e Bryan Houston Inc. has appointed Carl W. Plehaty Jr. account ex- 
ecutive and Robert Watkins associate marketing director. Before join- 
ing the agency Mr. Plehaty was product manager on Chase & Sanborn 
coffee at Standard Brands, where he had been for 12 years. Mr. Wat- 
kins, a drug and cosmetics specialist, was with Norman, Craig & Kum- 
mel as an account executive on Warner-Lambert Pharmaceutical Co. 


e Warner Bros. Records, Hollywood, a subsidiary of Warner Bros. 
Pictures Inc., New York, has appointed Carson/Roberts, Los Angeles, 
to handle its advertising. The new company will make LP and stereo 
records, with first releases slated for Sept. 5. First trade ads will break 
in Billboard, Cashbox and Home Furnishings Daily. 


e Monteverdi-Young Co., Los Angeles furniture manufacturer, has 
named Donahue & Coe as its agency. One phase of the company’s ad 
program will be the use of general business publications to highlight 
its installations in executive offices of nationally known companies. 


e Mason & Mason Inc., Chicago, has been licensed to produce eight 
flavors of low calorie beverages for Slenderella International. Irving 
J. Rosenbloom & Associates Inc., Chicago, the Mason agency, will 
handle the Slenderella campaign. Present plans call for use of news- 
papers and radio, beginning with tests in Southern cities in September. 


e Harold G. (Doc) Colton, who headed up merchandising on the Pabst 
Brewing Co. account at Norman, Craig & Kummel, Chicago, has left 
the agency. Mr. Colton, who formerly was sales manager of Blatz 
Brewing Co., joined NC&K last December (AA, Dec. 2, °57). 


e Jules Herbuveaux, vp and general manager of WNBQ and WMAQ, 
Chicago, will be named vp in charge of the central division of NBC, a 
new position, Sept. 8. He will be succeeded at the network’s Chicago 
stations by Lloyd Yoder, vp and general manager of WRCV and WRCV- 
TV, Philadelphia. 


e Elsie Fuerstenberg, formerly media director of Burdick & Becker, 
New York, has joined Sudler & Hennessey in a similar post, succeeding 
Dorothy R. Ruddy, who has resigned, Daniel S. Heath, formerly media 
director of Hazard Advertising, is replacing Mrs. Fuerstenberg at Bur- 
dick & Becker. 


e Schram Advertising Co., Chicago, has been named to handle adver- 
tising and public relations for the Painting & Decorating Contractors’ 
Assn. of Chicago and for United Products Corp., Kansas City luggage 
manufacturer. Both companies previously were direct advertisers. 


e The Los Angeles Herald-Express has appointed Cunningham & 
Walsh, Hollywood, to handle its advertising effective Aug. 16. William 
J. Peterson, C&W vp and Hollywood office manager, will be the ac- 
count executive. Allen, Dorsey & Hatfield, Los Angeles, previously han- 
dled the account. 


e American Home Foods will break an insert using the new Hearst 
color processes (AA, Aug. 4) in five West Coast Hearst newspapers in 
October, promoting its Chef Boy-Ar-Dee and Dennisons lines. Young & 
Rubicam is the agency. 
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Trademarking of 
Antibiotics Hiked 
Drug Ads, FTC Says 


(Continued from Page 1) 
FTC found selling and promotional 
expenses range as high as a third 
of total sales for drug manufactur- 
ers, averaging 20.6% for the eight 
companies. 

Since these companies do not 
use mass media, salesmen known 
as “detail men” are their biggest 
sales expense, accounting for 
roughly half of all promotion costs. 
Samples and periodicals each rep- 
resent about 10% of the promo- 
tion budget, direct mail 8%, with 
the remainder attributed to trade 
shows and other devices. 


s The study indicates the industry 
employs about 12,000 “detail men” 
who are compensated an average 
of $7,000 a year. A typical “detail 
man” has a territory involving 200 
doctors, 40 drug stores and 10 
hospitals. At $6.50 to $7 a call, 
FTC figures it costs $6 million for 
detail men to visit the 150,000 


practicing physicians six times 
each annually. 
FTC’s analysis of the AMA 


Journal ads was divided into two 
periods. In the 1945-49 period it 
found a steady decline in the vol- 
ume of antibiotic advertising after 
1947, both in terms of total num- 
ber of pages and per cent of total 
advertising. In the 1950-57 period, 
with the use of trademarks and 
brand name for broad spectrum 
antibiotics, volume increased both 
in terms of number of pages and 
percentage of advertising. 

In 1950, the survey showed, the 
Journal carried 61 pages of anti- 
biotics advertising and 336 other 
pages of advertising for non-anti- 
biotic products of the same com- 
panies plus 50 pages of institution- 
al advertising. In 1957, the number 
of pages of antibiotics advertising 
had increased to 534, while the 
volume of pages of other phar- 
maceuticals by the same companies 
went to 737 and institutional to 
102 pages. 


s “This means,” the report said, 
“there was a more than sevenfold 
increase in the advertising of anti- 
biotic products in the Journal by 
the companies surveyed between 
1950 and 1957. Advertising of non- 
antibiotic pharmaceuticals in 1957 
was little more than twice the 1950 
amount. A comparable increase 
occurred in institutional ads. 

“It was after 1950 that the 
broad spectrum antibiotics at- 
tained their great market signifi- 
eance,” the report explains. Ery- 
thromycin and novobiocin were 
first marketed between 1950 and 
1957. The advertising of these two 
products and of broad spectrum 
antibiotics under their various 
trademarks and brand names ac- 
counted for most of the increase in 
total pages of antibiotics advertis- 
ing purchased by the companies 
surveyed.” 

The report points out that the 
physician is the main target of 
drug industry promotions. Al- 
though he is not normally the pur- 
chaser or consumer, “without the 
physician’s prescription, ethical 
drugs cannot. legally be made 
available to the ultimate con- 
sumer.” # 


Pet Milk Names Piggott Ad 
Director, Hibbard PR Head 

Pet Milk Co., St. Louis, has ap- 
pointed Robert J. Piggott director 
of advertising, succeeding C. J. 
Hibbard, who has been named di- 
rector of a new public relations de- 
partment. Mr. Hibbard has been 
Pet’s ad director for 30 years. 

Mr, Piggott joined the Pet ad 
department in 1957 as general ad- 
vertising manager. He previously 
held ad and sales promotion posts 
with Ralston Purina Co. and Grove 
Laboratories. 
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--- means 


Bertsch + 
Cooper 


...it also means 
Chicago’s 
largest, complete 
typographic service 


facilities 


Type faces used are: 
Modified Century Schoolbook with Bold 


Pfizer Tests One 


Institutional Push, 
Launches Another 


| (Continued from Page 2) 
|show how one American company, 


operating for profit under a SYS- | 
tem of free enterprise, is turning | 
|its scientific knowledge and busi-| 
ness resources to the task of cre-| 


ating the raw materials for a 
healthier, more abundant life.” 
The magazine campaign is be- 
ing handled by MacManus, John 
& Adams, agency for Pfizer’s 


the account executive. MacManus, 
John also has placed previous cor- 
porate ads for Pfizer, notably the 
1956 and 1957 annual reports 
which ran as special advertising 
supplements in Sunday issues of 
the Chicago Tribune and New 
York Times. 


s The corporate campaign tested 
in Rochester last week (AA, Aug. 
4) is a different project, although 
both are under the supervision of 
George Weiler, director of public 
relations for Pfizer. 

In Rochester, the company took 
page ads for five successive days 
in the two Gannett newspapers. 
It was an institutional campaign, 
but copy was localized. Mr. Weiler 
said if the results are favorable, 
the campaign will be expanded to 
other markets. Leo Burnett Co., 


| 
Leek inte « chilel’s eyes... 


chemical division. David Nutt is) 


Chicago, agency for Pfizer’s agri-| 
cultural division, is handling this | 
project. 

Pfizer’s corporate ads display | 
prominently the company’s new | 
slogan, “Science for the world’s} 
well-being.” Each ad in the mag-| 
azine series will consist of a left-| 
hand page, accompanied by a sin-} 
gle column on the outside of the 
facing page. 

The page unit will carry a} 
“striking photograph and a gener- 
al image-building message.” The 
single column will highlight spe- 


| cific Pfizer achievements. Natural- 


lonly to doctors, there will be no 


|ress in the fields of medicine, ag- 
|riculture and industry.” The copy 


ly, since ethicals are promoted 
mention of any specific Pfizer 
drugs. 


s The first ad in the series fea- 
tures the company’s work in de- 
veloping fast-acting antibiotics as 
“but an isolated example of Pfiz- 
er’s constant contribution to prog- 


also notes that Pfizer will spend 
$10,000,000 this year in “creative 
research.” 

The photograph featured in the 
opening ad is a Magnum picture 
by Elliott Erwitt. It was one of 
the photographs in the Steichen 
“Family of Man” exhibition, and 
it was used in 1956 by a British 
company, Genotasan Ltd., to pro- 
mote a protein tonic, Sanatogen. 
The Sanatogen ad—prepared by 
Mather & Crowther, London— 
won the 1956 Layton award as the 
best b&w ad of the year in Britain 
(AA, June 3, ’57). 

The magazine ads also will offer 
readers free copies of the John 
Gunther report, “Inside Pfizer,” 
which ran as part of the 1957 an- 
nual report. 


= Pfizer’s corporate campaign 
comes at an opportune time. The 
Federal Trade Commission issued 
over the weekend a _ complaint 
charging Pfizer and five other 
drug companies with a conspiracy 
to fix prices of antibiotics and to 
monopolize the antibiotics market. 

In addition, Pfizer was accused 
of making false statements to the 
U.S. patent office to obtain a pat- 
ent on tetracycline, now the top- 
selling antibiotic, sold under dif- 


ferent brand names. FTC said 


THE CORPORATE SELL—Opening ad in Pfizer’s corporate campaign fea- 
tures prize-winning photograph by Elliott Erwitt. 


Pfizer has 23% of the antibiotic 
market, second only to the 28% 
share enjoyed by Lederle Labora- 
tories division of American Cyana- 
mid Co. 

All of the companies cited in 
the complaint vigorously denied 
the charges. John E. McKeen, 
president of Pfizer, called the FTC 
charge that his company had mis- 
led the patent office “utterly 
baseless.” 


s Under the direction of Mr. Mc- 
Keen, who joined the company in 
1926 as a control chemist, Pfizer 
has had a meteoric rise in the 
pharmaceutical industry, dating 
from the time it built the first 
mass production plant for penicil- 
lin during World War II. Former- 
y a bulk supplier of other com- 
panies, Pfizer decided 10 years 
ago to market drugs under its 
own name, following its discovery 
of terramycin, first of the broad- 
spectrum antibiotics. 

This decision required an ex- 
tensive build-up of advertising 
and sales activities. In 1950, Pfiz- 
er had only 25 salesmen; today, 
it has 1,800. Selling, general and 
administrative expenses as a per- 
centage of total sales increased 
from less than 10% in 1950 to 
32% in 1956. 


s Advertising accounted for a big 
share of these expenses, as Pfizer 
saw the need for establishing its 
name with doctors. The company 
consistently supported a $5,000,- 
000-plus advertising program. It 
became known in pharmaceutical 
circles as a promotion-minded or- 
ganization. 

Volume skyrocketed from $47,- 
553,000 in 1949 to $207,152,000 in 
1957. Pfizer has been particularly 
successful abroad. International 
sales accounted for 37% of vol- 
ume last year. 

Pfizer common stock, which 
sold at 15 in 1949, closed yester- 
day at 75. 


# With its name more firmly es- 
tablished, Pfizer has been cutting 
down on its ethical drug promo- 
tion. It also is making major 
changes in its advertising agency 
relationships (AA, Aug. 4). 

William Douglas McAdams Inc., 
the agency which introduced the 
Pfizer drugs to the medical pro- 
fession and which enjoyed a 
growth equalling Pfizer’s, is los- 
ing all of its Pfizer Laboratories 
business this year, although it is 
retaining the J. B. Roerig division, 
acquired by Pfizer in 1953. 

Pfizer, meanwhile, is expanding 
its own advertising department 
and expects to be handling much 
of its ethical drug promotion in- 
ternally, including direct place- 
ment of advertising with medical 
journals. 

Thus, the wheel has turned full 


| However, 
has been a steady drift to use of |] 


Aniithouecs | 


| 


| 
| 


circle. When Pfizer entered the 
drug marketing picture, many of 
the pharmaceutical producers 
were handling their own adver- 
tising—and quite a few still do. 
in recent years there 


outside agencies. Now Pfizer, a 
company which relied heavily on 
an outside agency from the start, 
is moving in the direction of a 
house agency setup for its ethical | 
drugs. | 


Ford Completes 
Revamp of M-E-L 
Sales, Ad Setup 


(Continued from Page 3) 
Bowie’s assistant in Lincoln and 
Mercury sales last week, will be 
assistant general sales manager of 
the division. 

“This is the final step in a series | 
of moves to consolidate division | 
activities that has been progressing 
since the division was formed last 
January,” said Mr. Nance. 

“We are now organized to pro-| 
vide concentrated management at- | 
tention to each of our car lines 
while retaining the advantage of a 
single top-level administration.” 


® Sales managers who will have} 
full responsibility for car lines, in- 
cluding advertising, sales planning 
and promotion, will be: 

Edsel—N. K. VanDerzee, who 
continues in this post. 

Mercury—R. F. Williams, for- 
merly market representation man- 
ager. 

Lincoln, Continental—E. F. Coll, 
formerly regional sales manager 
for Lincoln and Mercury in Chi-| 
cago. 

Import cars—H. O. Lund, also 
continuing in this position. 

Others named: 

L. C. Beebe, former Edsel mar- 
keting manager, will be manager 
of sales services and will help co- 
ordinate sales programs and direct 
used-car leasing and fleet sales. 

J.B. Burke, former regional sales 
manager in Washington, will be 
field sales manager. 

G. M. Sherriff was named sales 
operations manager and E. A. 
Erickson was appointed to head 
parts and accessory sales. 

T. H. Holden continues as dealer 
representation and relations man- 
ager. 


= Mr. Nance said each car line 
will have “dramatically different” 
advertising and marketing pro- 
grams for 1959. 

He predicted wider public ac- 
ceptance for “improved and dis- | 


Advertising Age, August 11, 1958 


| tinetly new” 1959 Edsels and said 


the division is enthusiastic about 
the “totally different” Mercury for 
1959. 

He also disclosed a Continental 
Mark IV will be introduced in the 
fall. 

Mr. Nance added that dealers 
will wind up the model year with 
what he described as very low in- 
ventories. 

“With the further development 
of a more favorable economic cli- 
mate, together with aggressive 
merchandising plans,” he said, “our 
dealers are in an excellent posi- 
tion to capitalize on these all new 
1959 models this fall.” # 


‘Druggist' Boosts Rates in 1959 
American Druggist, New York, 
will increase its present ad rates 
with its Jan. 12, 1959, issue, rather 
than changing rates in August, 
1958, as was incorrectly reported 
in ADVERTISING AGE last week. The 
rates will increase from $965 per 
b&w page to $1,050, and its four- 
color page from $1,270 to $1,390. 


New York is an 
office in the sky, 
a home in the 
suburbs, 5 million 
growing families. 
New York is The 
New York Times. 


New Yorkers live 
by it—with the 

most news, and the 
most advertising. 
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